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Gardner Advertising Co. Set to 


Merge with Paris 


Under Gardner Name, 
New Shop Will Have 
$35,000,000 Billing 


Sr. Louis, Dec. 18—Gardner Ad- 
vertising Co. will merge with 
Paris & Peart about Jan. 1, creat- 
ing an agency with annual billings 
of about $35,000,000. 

The new agency, to be known 
as Gardner Advertising Co., will 
become one of the nation’s top 30 
agencies. 

Charles E. Claggett, president of 
Gardner, will remain president of 
the expanded agency. John A. H. 
Rehm, president of Paris & Peart, 
will become vice-chairman of the 
board of Gardner and chief execu- 
tive officer of the New York office. 
Elmer G. Marshutz will remain as 
chairman of the board. 


Merger No. 2... 


& Peart Jan. 1 


| Paris & Peam brings 20 clients | 


into the new #®>eration, 
the Great A” 
Co., 
Sperry Rand Corp. 
Fair Paper Mills. The agency ex- 
pects its 1958 billings to be in ex- 
cess of $10,000,000. 


including 
‘ic & Pacific Tea 


s Gardner, which estimates it will 
bill more than $24,000,000 this 
year, has 25 clients, including 
Busch Bavarian beer, Grove Lab- 
oratories (Bromo Quinine and No 
Doz), Cessna Aircraft Co., Jack 
Daniels Distillery, Monsanto 
Chemical Co., Pet Milk Co., Ral- 
ston Purina Co. (Dog Chow and 
| feed division) and Procter & Gam- 
ble (Duncan Hines special mixes). 

Mr. Rehm’s move is the only 
executive change contemplated, 

(Continued on Page 57) 


‘Untrue’ Story of Merger of North, 
Silberstein-Goldsmith Is Confirmed 


Denied in October, 
Move Will Occur Jan. 5; 
$15,000,000 Shop Seen 


Cuicaco, Dec. 17—The merger 
of two agencies, which was re-| 
ported by ADVERTISING AGE nearly | 
two months ago (AA, Oct. 27) and | 
flatly denied a week later by both 
agencies (AA, Nov. 3), became a| 
reality today, when North Adver- | 
tising and Alfred J. Silberstein, 
Bert Goldsmith Inc. confirmed the 
existence of the merger agreement. 

The combined agency will retain 
the North Advertising name and 


Bert Goldsmith, president of 
| Silberstein-Goldsmith, becomes 
board chairman of the new agency. 
| Don P. Nathanson, North’s presi- 
/dent, and Cyrus H. Nathan, its 
jexec vp, as well as all other of- 
|ficers of North, will keep their 
| present positions. 


Bert takes place Jan. 5. 


s Mr. Goldsmith will headquarter | 
in New York, at 16 E. 40th St. 
| (now Silberstein-Goldsmith head- 
quarters) and will be joined by 
the rest of North’s New York staff 
after Jan. 1. Harvey A. Robbins, 
vp and secretary, and Lewis Ne- 


Remington Rand division of | 
and Vanity) 


jto the mail 


|the world’s second largest adver- 


BOvS! GIL! MEN! Women! Quid Pro Quo... 
_ WIN A‘10.000,00-A-WEEK JOB 
ACTING IN KRAFTS 


BAT MAST ERSON TV SHOW ! 


Network Substitutes 
Dollar Minimum for 


Specified Station List 


New York, Dec. 18—CBS Tel- 
evision this week began spelling 
out the specifics of the new mini- 
mum buy policy that will super- 
sede the network’s “must buy” re- 
quirements as of March 1 (AA, 
Dec. 8). 

In the past CBS has listed 60 
stations, costing a total of approxi- 
mately $50,000 for a Class A half 
hour, as “must buys.” These were 
the stations a national advertiser 
had to take to get on the network, 
though the rule has been waived 
from time to time for patchwork 
regional co-sponsorship patterns. 

Come spring, an advertiser will 
be able to go down the list of 180 
U.S. CBS affiliates and take his 
choice of the lot, providing (1) he 
buys enough to total $60,000 gross 
for a nighttime half hour or $11,- 
250 for a daytime quarter hour and 
providing (2) he doesn’t try to 
eliminate whole areas of the coun- 
try. 

If a sponsor buys 100 to 110 of 
the larger markets, this probably 
will give him enough dollar vol- 
ume to meet the minimum re- 
quirement. If his list includes lots 
of smaller and less expensive sta- 
tions, he might have to order 160) 
or so to meet the specification of | 
80% of the network’s total gross | 

(Continued on Page 53) 


> 
phos 2-week Hollywe jon for your family. Or $20,000 cash! 


eNTER THe KRAFT CANDY BNGLE CONTEST TODAY 


» 
GRamD PRirs 


TALENT HUNT—Kraft Foods, Chicago, 
will promote its jingle contest for 
Fudgies and caramels with color| 
ads in Puck—The Comic Weekly, 
Metro Sunday Comics Network 
and Dell comic books in January. 
Foote, Cone & Belding is the agen- 
cy. (Story on Page 53.) 


Harper Becomes 
Board Chairman; 
McCann Retires 


Step Completes Transfer 
of Agency Control from 
Founders to Its Staff 


New York, Dec. 16—Marion 
Harper Jr., who went from Yale 
room of McCann- 
Erickson 20 years ago, is today 
president and board chairman of 


tising agency. 
Harrison King McCann, 78-year- 
old co-founder of the agency, re- 


will have billings of about $15,-|merson, vp, both of Silberstein- 
000,000. The Silberstein- -Goldsmith | Goldsmith, have been named vps 
shop has billings of about $3,500,-|of the new agency. Bruce M. 
000, while North will bill about | Dodge, North vp, will continue 
$11,500,000 this year. The merger | (Continued on Page 53) 


Merger No. 3 (and more merger news on Page 3)... 


tired as board chairman yesterday 
at the annual meeting of the board 
of directors. 

The board named Mr. Harper to 
succeed him and elected Mr. Mc- 
Cann honorary chairman. 

At a similar meeting 10 years 
ago this week Mr. Harper was 

(Continued on Page 56) 


New York, Dec. 18—The big 
four in spot radio spending in 1958 
were General Motors Corp., Ford 
Motor Co., R. J. Reynolds Tobacco 
Co. and American Tobacco Co. 

So reports Radio Advertising 
Bureau, which this week made a 
major advance in its campaign to 


| put radio in the ranks of the meas- 


Atherton & Currier Is Merged with 
Kastor, Hilton, Chesley & Clifford 


Atherton Name on Door 
Adds Industrial Unit, 
$3,000,000 in Billing 


New York, Dec. 18—The merg- 
er of Kastor, Hilton, Chesley & 
Clifford with Atherton & Currier, 
which has been in the works for 
four months, willl become effective 
Jan. 1. The result will be an $18,- 
000,000 shop with one of the long- 
est names in the business: Kastor, 
Hilton, Chesley, Clifford & Ather- 
ton (AA, Dec. 15). 

This will be the second merger 
in seven months for the larger 
agency. In the first merger, in 
June, it was Kastor, Farrell, Ches- 
ley & Clifford merging with Hil- 
ton & Riggio, creating a shop billing 


bes the neighborhood of $15,000,000 
(AA, May 19). The current merg- 
er with Atherton & Currier adds 
another $3,000,000 of billings. 
Officers of the new company 
will be the same as in the present 
Kastor, Hilton company, except 
for the addition of J. W. Atherton, 
(now president of Atherton & Cur- 
rier) as vp and chairman of the 
plans board, a new title. H. Kastor 
Kahn will continue as chairman, 
Peter Hilton as president, Charles 
E. J. Clifford as vice-chairman and 
W. S. Chesley as chairman of the 
executive committee and treasur- 
er. 


s There appear to be no product 
conflicts arising from the merge 
(Continued on Page 57) 
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Last Minute News Flashes 
C&W Adds Powell Agency as Detroit Office 


New York, Dec. 19—Cunningham & Walsh will absorb Powell Ad- 
vertising, Detroit, Jan. 1, 1959. The Detroit shop billed $410,000 in 1957. 
Robert H. Powell will become vp in charge of the Detroit office of 
Cunningham & Walsh. 


Yellow Pages Account Moves from Ayer to Ludgin 


Cuicaco, Dec. 19— Reuben H. Donnelley Corp. has appointed Earle 
Ludgin & Co. to handle its Yellow Pages advertising account, which 
bills approximately $300,000. Ludgin takes over Jan. 1, replacing N. W. 
Ayer & Son, which has handled the account for more than 15 years. 


Babbitt Buys Antell; Account to Brown & Butcher 


New York, Dec. 19—B. T. Babbitt Inc. has purchased Charles Antell 
Inc., Baltimore, and Charles Antell Ltd., Canada, for an undisclosed 
amount of cash, effective Dec. 31. A. N. LaBelle, formerly director of 
sales for the Lambert Hudnut division of Warner-Lambert Pharmaceu- 
tical Co., has joined Babbitt as vp in charge of the Charles Antell divi- 
sion. The Antell account is switching from Paul Venze Advertising to 
Brown & Butcher, the Babbitt agency. The intended Antell purchase 
and agency switch were first reported in ADVERTISING AGE a month ago 


r,| (AA, Nov. 24). 


(Additional News Flashes on Page 57) 
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CBS Ends ‘Must Buy’ 
to Save Option Time? 


FCC Doesn’t Share 
Justice Dept. View on 
Legality of Practices 


WASHINGTON, Dec. 17—Elimina- 
tion of “must buy” by CBS and 
possibly by NBC is regarded here 
as a concession which may help 
the networks retain option time, a 
far more important business prac- 
tice. 

From the time the government 
investigations of tv got under way 
early in 1956, network presidents 
have contended that “must buy” 
and option time are essential to 
the operation of a nationwide tv 
network service. 

The Department of Justice has 
taken the position that both prac- 
tices violate the anti-trust laws, 
but the Federal Communications 
Commission has yet to agree. 


® Through each of the several tv 
investigations in Congress and at 
the FCC, the fundamental issue 
faced by networks was the conten- 
tion that an array of arrangements 
including “must buy,” option time 
and others allowed CBS and NBC 
in particular to enjoy unfair ad- 
vantages over film syndicators, 
national advertisers and others 
who deal with tv stations. 

While CBS and NBC have in- 
|sisted that “must buy” specifies 
the minimum coverage they are 
interested in selling, ABC has 

(Continued on Page 53) 


GM, Ford, R. J. Reynolds, American 
Tobacco Topped ‘58 Radio Spot Users 


ured media. 

In releasing its estimates of the 
expenditures of 51 leading spot ra- 
dio users, RAB claimed two firsts: 


1. The first spot radio dollar 
figures ever compiled by an indus- 
try trade association. 


2. The first media expenditures 
to be released by a media source 
on a net rather than a gross basis. 


These estimates were made by 
RAB on the basis of a survey of 
stations and a cross-check of vari- 
ous industry sources. 


s By the bureau’s estimate, Gen- 
eral Motors spent $5,400,000 in 
spot radio this year. Ford was next 
with $5,000,000. Reynolds and 
American Tobacco both spent over 
$4,500,000. 

Excluded from these estimates 
were religious and political spon- 
sors and regional accounts. RAB’s 
sample is not large enough to in- 
clude regionals, it was explained. 


| Along with cars and cigarets, foods 


and gasolines showed up promi- 
nently on the heavy spending list. 

“Of major significance is the 
amount of money being expended 
in spot radio by the leaders,” Ke- 
vin B. Sweeney, president, RAB, 
said. 

“Until now the question of just 

(Continued on Page 57) 
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. | 
Ask Wider Scope Weeks in Mail Push 
| promotional weeks throughout the 
cdl that it is renewing the campaign 
for Broader Activity; 
| greeting cards is geared to such 
New York, Dec. 
Assn. today received a digest of | Week, Do-It-Yourself Week. It was 
pleted. As previously reported | Chalek, Consolidated Mutual’s 


2 
NI A A Members ‘Consolidated Mutual 
‘Marks Promotional 
m io New York, Dec. 18—Humorous 
in Quiz Replies | greeting cards cued to the many 
| year have proved so successful for 
Tabulation Shows 1,102 Consolidated Mutual Insurance Co. 
for 1959. 
340 Are Opposed to Move The series of 12 studio-type 
15—Members | weeks as National Wine Week, Na- 
of National Industrial Advertisers | tional Swim Week, Potato Chip 
the tabulated responses to the| designed by Bill Finkle, art direc- 
membership survey recently ¢com-|tor of Ritter, Sanford, Price & 
(AA, Dec. 15), a majority of mem- ney. The message inside is ina 
bers apparently would like to see | !@Myvein}yet keeping in mind the 
NIAA broaden the scope of its | bus! ,at hdnd—to sell Consoli- 


activities. |dated Mutual’s services to insur- 
The tabulation shows a vote of| ance brokers throughout the areas 
1,102 members in favor of NIAA| served by the company. 
broadening its scope, and 340 op-| Hand addressed to more than 4,- 
posed. Of the 1,102, 506 favored a|900 brokers across the country, 
wider program, 45 favored broad-| each monthly mailing lists the 
ening membership and 504 favored|name of a nearby Consolidated 
both objectives. Most of the rest | Mutual representative. Brokers re- 
had other suggestions: three fa- | quest additional cards for their 
vored neither idea. |own use, according to the agency; 


Objectives that members would | 
like to see NIAA undertake were | 


rated as follows: Provide exchange | 


many thousands of extras were run 
off in the past year, leaving space 
for the broker’s own imprint. The 
campaign also picked up an award 


of ideas, 1,223 votes; improve man- c \ 
agerial ability, 1,055; promote eth-| from the National Alliance of Mu- 
ical standards, 966; integrate ad-|tual Insurance Underwriters for 
vertising with marketing, 792; | excellence in direct mail promo- 
provide research facilities, 748; im- tions. 

prove technical standards, 732;)| 

train new workers, 680; provide s Most important, the campaign 
for professional recognition, 635;| was “so successful during 1958 that 


Advertising Age, December 22, 1958 


NATIONAL 
SWIM 
‘ WEEK. 


DO-IT-YOURSELFERS IN THE SWiM—Consolidated Mutual Insurance Co. 
“reminds” brokers of special weeks with cards like these. 


Wolfson Asks Abolition 
of Known Rating Weeks 


this with the highest degree of ac- 
curacy from a known-week rating 


Miami Broadcaster 


develop industrial marketing as a 
profession, 592; closer work with 
other associations, 455. 
While 890 members voted that 
(Continued on Page 55) 


| it contributed heavily to an in- 
crease in business of nearly 30%, 
| and this in the face of a recession,” 
reports Howard Sanford, exec vp 
of Ritter, Sanford. + 


Lavish Example of Soap Couponers Can 
Lead Direct Mail Users Astray: McIntyre 


CuicaGo, Dec. 16—Coupon mail- 
ers have suffered from following 
in the footsteps of soap manufac- 
turers who practice indiscriminate 
coupon mailing, in the opinion of 
Angus McIntyre, vp and account 
group supervisor of O. E. McIn- 
tyre Inc., direct mail company. 

“Today, most grocery manufac- 
turers look at the ‘soapers’ as the 
all-wise, the ones who really know 
how to market products in the 
supermarkets,” Mr. McIntyre said 
at a meeting of the American Mar- 
keting Assn.’s Chicago chapter to- 
day. “This has been a terrible mis- 
take—one that has probably hurt 
more non-soap mailing programs 
than any other single factor, and 
one that in the future is going to 
hurt the soapers themselves.” 

With rising mailing and produc- 
tion costs, he indicated, the need to 
be more selective in mailings is 
growing. He described how MclIn- 
tyre has made it possible to be 


Everyday potatoes taste special when 


~ Chee Whe 


1DEA—Kraft Foods promotes its 

Cheez Whiz as a topping for baked 

potatoes in this color page in Ev- 

erywoman’s Family Circle, Janu- 

ary, and Life, Jan. 12. J. Walter 

Thompson Co., Chicago, is the 
agency. 


paaetive in mailings beyond the 
|category of geography. He cited 
|several examples: 

| 
|e The McIntyre list is based on 
| telephone ownership, with a total 
|of 36,000,000 names, thus elimina- 
ting the lower 25% of families on 
the economic scale. 


|@ Mailings can be made to male 
heads of households only, since the 
|IBM cards with the list carry 
\“Mr.,” “Mrs.” and “Miss,” 


e The list shows how long a per- 
son has lived in a dwelling (back 
to 1954) and whether it is a single 
or multiple dwelling. 


e McIntyre has the locations of 
retail outlets of the top 32 food 
chains which can be used in con- 
junction with a mailing. 


# With this information, Mr. Mc- 
Intyre said, ‘““You can be selective. 
You can get rid of non-productive 
households and spend your 2¢ 
postage on mailing only to those 
households that are in a position 
to buy. You can mail 50% of a 
market and get practically the 
|same result you would get if you 
mailed 70%.” # 


KOA Boosts Radetsky 

Ralph Radetsky, assistant gen- 
|eral manager of KOA, Denver ra- 
dio outlet, and station manager of 
| KOA-TV, has been named station 
manager for both radio and televi- 
sion operations. He succeeds Rob- 
ert S. Hix as manager of KOA Ra- 
| dio. Mr. Hix, who leaves after the 
| first of the year, will announce his 
plans later. 


FM Station Seeks FCC Okay 

North Cincinnati Broadcasting 
Co., owned by Edward L. Fishman, 
a Cincinnati appliance retailer, has 
applied to the Federal Communi- 
cations Commission for permission 
to operate a Cincinnati fm station. 
If approved, the station would be 
the city’s fourth fm station. 


Says Promotion Hypo 
Cancels Its Own Effects 


New York, Dec. 18—Mitchell 
Wolfson, president of WTVJ, Mi- 
ami, has appealed to the broad- 
easting industry to abolish the 
“known-week” rating week. He 
said rating week program loading 
and promotions distort the ratings 
“to a point where they are not 
suitable for the job for which they 
were intended.” 

Mr. Wolfson made his sugges- 
tion for the industry reform in a 
speech before the time buying and 
selling seminar of the Radio & 
Television Executives Society here 
yesterday. 

Several months ago his station 
announced that it was abandoning 
special rating week promoting and 
programming in favor of continu- 
ous audience building effort. 

Mr. Wolfson does not dispute 
the accuracy of known-week rat- 
ings, leaving that to experts, but 
he thinks such ratings don’t give 
buyers the information they need. 
He set forth his position as fol- 
lows: 


= “We are convinced that the ab- 
normalities inherent in the known- 
week rating book, due to pro- 
gram and promotion loading, do 
not give the purchaser any valid 
indication of viewing habits and 
of the programs which are watched 
on a habitual basis, week in and 
week out. Unless we are mistaken, 
the advertiser is primarily inter- 
ested in knowing what average 
rating he will obtain with his pro- 
gram or spot over a 13, 26 or 52- 
time schedule. He cannot learn 


survey. 

“Recent articles in the trade 
press indicate that the rating serv- 
ices are becoming increasingly 
aware of the problems brought 
about by the known-week survey. 
Some of the services are taking 
steps to correct this situation, but 
in our opinion, these corrections 
are not taking place at a rapid 
enough pace,” he said. 

For background on this problem, 
he cited an example from a week 
in the Miami market. 

“I don’t believe that any person 
reading TV Guide or the pages of 
the local newspapers had any 
doubt that the week of March 1-7 

(Continued on Page 58) 


Nesbitt Builds 
Soft Drink Push 
Around Outdoor Ads 


Los ANGELES, Dec. 16—Nesbitt 
Fruit Products will use humor built 
around five child cartoon charac- 
ters to spotlight the theme of its 
1959 advertising: “All us guys go 
for Nesbitt’s.” 

According to Harry Minkey, 
exec vp and general sales man- 
ager, the company’s national ad- 
vertising will be concentrated in 
outdoor, because it “provides the 
unique advantage of presenting 
the same theme nationally, yet 
has its impact at the local level, 
where it can create sales in each 
Nesbitt’s bottler’s home area.” 

The outdoor boards are sched- 
uled for concentrated showings 
in July and August in all of the 


(Continued on Page 58) 


go for 


ALL US KIDS—Nesbitt’s Fruit Products will support its franchise bot- 
tlers nationally in 1959 with outdoor boards like these in more than 
400 markets. 


Flynn Resigns at 
Popular Science, 
Buys ‘Salesman’ 


Hammond Takes Over 
Presidency Pending 
Selection of Successor 


New York, Dec. 16—Ralph H. 
Flynn has resigned as president of 
Popular Science Publishing Co. and 
has purchased American Salesman, 
a digest-size monthly, from his 
former employers. 

“T have always wanted to be in 
business for myself,” said Mr. 
Flynn today in a statement on the 
twin moves, which will be effec- 
tive Dec. 31. “American Salesman 
is the first of what I expect will be 
many publishing properties even- 
tually to be acquired.” 

American Salesman, which was 
launched in September, 1955, by 
Michael Gore, former agency ex- 
ecutive and promoter of syndicat- 
ed publications, was purchased by 
Popular Science Publishing in No- 
vember, 1957. At that time, Mr. 
Flynn was named president of the 
American Salesman Inc. subsidi- 
ary of Popular Science Publishing. 

Moving out of Popular Science 
Publishing to join Mr. Flynn on 
Salesman are George Ramel, one- 
time ad manager of Field & Stream 
and more recently business man- 
ager of Salesman, and David R. 
Lindsay, editor of Salesman. 


@ Mr. Flynn, who said the maga- 
zine is delivering about 50,000 cir- 
culation, added that it will start 
accepting advertising with the 
April, 59, issue. B&w rates of $1,- 
000 a page will be based on a 
guarantee of 100,000. 

He said the magazine will con- 

(Continued on Page 38) 


Magazine Inserts 
Only in Infancy, 
Post Office Told 


Industry Delegation 
Meets with P.O. Execs 
in Problem-Solving Try 


WASHINGTON, Dec. 16—Repre- 
sentatives of seven publishing and 
advertising groups sought the help 
of postal officials yesterday in the 
elimination of uncertainties which 
have interfered with the use of in- 
serts and other novel advertising 
devices. 

The publishing and advertising 
experts were invited here by postal 
officials in an effort to find out 
whether anything can be done to 
prevent a recurrence of recent in- 
cidents in which publishers have 
been held to violate postal regula- 
tions governing the use of inserts. 

According to reports from the 
meeting, neither side had specific 
proposals for clarifying existing 
rules or improving procedures. 
Postal officials emphasized that 
the meeting did not deal with any 
of the individual inserts which 
have become matters of contention 
between individual publishers and 
the department’s division of postal 
services (AA, Dec. 1, 8). 


s But William P. Winsor, vp of 
Reinhold Publishing Corp., New 
York, did suggest that “it would be 
a good idea to have identical re- 
strictions on all publications for 
inserts accepted as paid advertis- 
ing. 
“In other words,” he said, “if 
a publication using third class mail 
accepts an insert as paid adver- 
(Continued on Page 58) 
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Big Circulation 
Gusher Turns Out 
to Be Dry Well | 


‘Look’ Disowns Share 
in Wenatchee Promotion 
as P.O. Says No, No 


WASHINGTON, Dec. 16—A _ plan 
to get rich quick by selling sub- 
scriptions to Look was junked 
three days after it went into oper- 
ation, 

Dreams of subscription sellers 
earning commissions up to $9,330 
were shattered when the Post Of- 
fice Department ruled that the 
chain-letter operation was illegal. 
Post Office officials described the 
plan as “an endless-chain scheme” 
and added that use of the mails to 
further it would violate fraud and 
lottery provisions of federal law. 

There was some embarrassment 
this week at Look, which had given 
its blessing to the plan, originated 
by Dr. M. L. Westerberg, a den- 
tist from Wenatchee, Wash. He 
established Coinco, a new com- 
pany, to handle the operation. 


# In a prepared statement, Look 
said: “The subscription campaign 
test in Wenatchee, Wash., was sus- 
pended on Tuesday, Dec. 9, be- 
cause through a misunderstand- 
ing it got off on a wrong basis. 
If it is renewed, it will be on a 
much different basis than was 
originally announced by Coinco. 
Pending clarification of the whole 
(Continued on Page 55) 


2 Admen Whirl into 
Novelty Field with 
Whirley Whirlers 


St. Louts, Dec. 16—Two former 
admen are taking a whirl at du- 
plicating the fantastic success of 
the hula hoop. 

John Hyatt and Louis E. West- 
heimer have organized the Whirley 
Corp. here and currently are mar- 
keting a novelty item called the 
Whirley Whirler, a plastic plate 
that spins on the top of a stick. 
Mr. Westheimer estimated they 
will sell 5,000,000 Whirley Whirl- 
ers. 

Mr. Hyatt formerly was sales 
manager of KTVI, St. Louis. Mr. 
Westheimer, now a marketing con- 
sultant, previously was a partner 
in Westheimer & Block agency 
(now Frank Block Associates) be- 
fore he sold out three years ago 
(AA, Oct. 10, ’55). 


s “The Whirley Whirlers are not 
yet being sold nationally,” Mr. 
Westheimer said. “We are doing 
very well in St. Louis and other 
cities and on the West Coast and 
in Texas, but we have not moved 
east of Cleveland.” 

He said the company already 
has sold 250,000 of the gimmicks 
at $1.49 each, and the company is 
producing 18,000 of them daily on 
a seven-day-a-week basis. He said 
80% of the company’s advertising 
budget is going into spot tv in 18 
cities, with the remaining dollars 
going into spot radio and publicity. 

“We probably won’t do as well 
as the hula hoop did, but we 
should sell a lot of Whirley Whirl- 
ers before the craze dies,” Mr. 
Westheimer said. “We think we 
have a hot product, as we are al- 
ready being copied by six other 
companies.” # 


Dairyman Joins B. D. Adams 
Louis R. Bruce, a dairy farmer 
who has worked for the Dairymen’s 


Advertising Age, December 22, 1958 


“I see your husband's after her Camels again!” 


More red-blooded skiers chase after | 
Camels than any other cigarette today. 
The Camel blend of costly tobaccos 
has never been equalled for rich fla- 
vor and easygoing m:idness. It stands 
to reason: the best tobacco makes the 
best smoke. 


leove fads and foncy stuf 10 beginners . . . 
Have a real 
cigarette - 
have a CAMEL | 


BLYTHE APPROACH—Camel advertising takes a merry twist in this ad 
in the University of Connecticut’s student-edited Daily Campus. 


How Clients ‘Pop the Question’... 


Curtiss, North American Find Formal 
Questionnaire Helps in Agency Choice 


Clint Frank Had ‘Better 

Interpretation’ of 

Curtiss ‘Challenge’ 

Cuicaco, Dec. 17—Curtiss Candy 
Co. is the latest advertiser to report 


satisfying results from the use of 
a questionnaire in selecting a new 


agency. And a “better grasp” of) 
the company’s marketing problems | 


was the clincher when the field 
was reduced to five finalists. 
The two-page questionnaire was 


the jump-off point for Curtiss, | 
which selected Clinton E, Frank! 
Wain- | 


Inc. to replace Wentzel, 
wright, Poister & Poore on its $1,- 
000,000 account after a_three- 
month search (AA, Nov. 17). 

The company also made exten- 
sive use of personal contact with 
various agencies as it narrowed the 
field of candidates from 25 to five 
and then to two, before selecting 
the Frank agency. 

Frank Reiter, advertising direc- 
tor at Curtiss, used the ADVERTISING 
AGE annual agency billings issue to 

(Continued on Page 50) 


Six Month Floor Wax, Opening Markets with | 


Biddle Was Interested 

in North American’s 

‘Growth Objectives’ 

Fort WayYNE, Dec. 16—North 
American Van Lines didn’t use a 


moving van last month when it 
hauled its advertising account from 


Applegate Advertising Agency in 
Muncie, Ind., to the Biddle Co. in 
Bloomington, Ill. Carrier for the 
company’s $800,000 in annual bill- 
ings consisted of a questionnaire, a 
“score card” and a selection com- 
mittee. 

The wheels began to turn last 
September, when advertising and 
sales personnel at North American 
composed a list of 18 candidate 
agencies. Most of the 18 had made 
new business calls to the moving 
company in the last few years. 

From the list of 18, two small, 


four finalists were chosen. They 
were J. Walter Thompson Co., 
Maxon Inc., Biddle and Willis S. 
| (Continued on Page 51) 


Saturation TV, Tells of Sales Successes 


By Maurine Christopher 
New York, Dec. 
often that a product comes along 
with a name which is, in itself, a 
sales slogan. 
But such is the case of Conti- 
nental’s Six Month floor wax 


which is off to a fast start in 40/| 


markets in 12 states, thanks to the 
repetition of that name on a sat- 
uration basis on television. 

What housewife who has ever 
had to cope with the drudgery of 
dirty floors could resist the lure 
of this promise: “Continental Six 


|sales results reported by this fast- 


17—It’s not|moving new product, which is be- 


ing marketed by an off-shoot of an 
old company. Reporied as a top- 
|selling supermarket promotion a 
/month after it hit the New York 
market last August, Six Month 
wax claims to be the best or sec- 
ond best selling wax in dollar vol- 
‘ume in all the cities where it is 
available. 


@ The key characters in this suc- 
jcess story, which Continental’s 
|}owners hope will eventually reach 


Merger Urge Becomes 


| 


|who hadn’t been approached about 


Economic Pinch Leads 
Many a Shop to Seek 
Strength in Numbers 


New York, Dec. 18—It was 
just a few days before Christmas | 
and all through the ad business 
not an agency owner was stirring 


a merger. 

Well, almost none. There were 
a few admen wandering around 
the bistros and byways of Madison 
and Michigan Aves. with a hang- 
dog look and a sense of inade- 
quacy: Nobody had urged them to 
merge—recently. 

The merger derby rolled into| 
1958 at the same accelerated pace | 
at which it had whizzed through 
1957, but by this year’s end, merg- 
er mania was zooming along with 
something like jet propulsion. 

Last weck’s ADVERTISING AGE, for | 
example, reported (1) the merger 
of Geyer Advertising and Morey, 
Humm & Warwick to form a $30,- 
000,000 shop; (2) the expected 
merger between Kastor, Hilton, 
Chesley & Clifford (itself born of 
an earlier 1958 merger) and Ath- 
erton & Currier into a reputed 
near-$12,000,000 agency and (3) 
the characterizing of a Calkins & 
Holden-Edward H. Weiss & Co. 
merger as “premature.” 

And today’s AA details else- 
where the mergers of Alfred J 


Alter Anti-Trust 


Laws to Aid Small 
Business: Arnall 


Cuicaco, Dec. 16—Some _ sec- 
tions of the Robinson-Patman 
Act involving functional discounts 
and pricing favor big business 


two medium-size and two large 
, 1 oa | Arnall, 
agencies were selected, and then | National Frozen Food Distributors 


League Cooperative for the past 
15 years, has joined Burke Dowling | 
Adams Inc., New York, as director | 
of the food products division, 


Month floor wax, the living wax— the Cinderella proportions of Les- 
won’t walk away, wash away, toi], are Lee Hall, president, and 
wear away for six full months—| Jack Heller, chairman. Mr. Hall, 
or your money back”? And par-|who was formerly in the house- 
ticularly if she has seen an easy-| wares business, joined a 35-year- 
to-remember tv demonstration ojq industrial wax company called 
stressing that this wax has proved | continental Car-Na-Vag, carly in 
its wearability in heavy traffic | 1956 after it had merced with a 
centers such as school lobbies? jvending machine manufacturer 
Not many, judging from the | which, by coincidence, was called 
‘Continental Industries. 

This seemingly incompatible 
marriage gave the wax company 
the necessary cash to invade the 
consumer market, Mr. Hall was 
| brought into the comp ny to direct 
|this operation. One of his early 
/moves was to name Product Serv- 
ices as his agency, 

They chose to make their first 


For Dedicated Executives? 

New York, Dec. 16—A 
Westinghouse commercial, 
aired over CBS yesterday, let 
it be known that a new 
cleck-radio, which wakes 
you to music, is “ideal for 
the executive’s desk.” 


and should be amended in the 
next session of Congress, Ellis 
general counsel for the 


Assn., charged here last week. 

In a talk at the winter meet- 
ing of Central States Frozen 
Food Assn., Mr. Arnall described 
current anti-trust laws as “com- 
plicated” and “confusing” and 
charged that the laws provide a 
“built-in system of discrimina- 
tion” against small businesses. 

Mr. Arnall, who is the former 
governor of Georgia, pointed out 
that the big grocery chains can 
buy supplies from food producers | 
at the same prices as wholesalers | 


|and food brokers, while independ- 


ent, small grocers must pay high- 


er prices for the same goods. | repair.” 


® He asserted that 
which was introduced this year 
but will not be acted upon until 
Congress convenes in 1959, will 
give small businesses a_ better 
break if the laws are _ passed. 


These new amendments provide} 
that customers of food producers | 
will be classified on the character | 


of their selling, and not their 


buying policies. 


“It is vital for us to keep alive} 


in 
Mr. 


small retailers and _ brokers 
order to insure competition,” 
Arnall said. “It 
hibit the legalized murder of the 
corner grocer.” + 


Renderer Joins Olympia 
Byron L. (Barney) Renderer has 
been named manager of advertis- 


ing and marketing research of| 


Olympia Brewing Co., Olympia, 
Wash. He formerly was manager of 
the beverage packaging sales divi- 


(Continued on Page 55) 


sion of Fiberboard Paper Products | 


Corp. 


legislation, | 


is time to pro-| 


| ~ . 
\Mania as ‘58 Wanes 


Silberstein-Bert Goldsmith with 
orth Advertising into a conserva- 
tive $15,000,000 operation and the 


|combination of two oldtime agen- 


cies, Paris & Peart and Gardner 
Advertising Co., to form a $35,000,- 
000 agency under the Gardner 
anner. 


= Two weeks ago, one of the 
“mergingest” agencies of the year, 
Reach, McClinton & Co. an- 
nounced its second within three 
weeks, this time with H. B. Hum- 
phrey, Alley & Richards, to place 
the agency at a $25,000,000 billing 
level, 

The week before that, Donahue 
& Coe and Keyes, Madden & 
Jones announced an “affiliation” 
between their New York, Chicago 
and West Coast offices. 

All these consolidations have 
been reported since Dec. 1. In 
November, the big combination 
was Emil Mogul Co. with Lewin, 
Williams & Saylor, a $20,000,000 
operation as of Jan. 1. October’s 

(Continued on Page 39) 


Beard Hits U.S. 
Outdoor Rules as 


Brake on Economy 


ABP Head Asks Review, 
Says Rules ‘Vary’ from 
Commerce Dept. Aims 


New York, Dec. 17—Blasting 
the new federal regulations on 
outdoor advertising as “restrictions 
on selling,” William K. Beard, 
president of Associated Business 
Publications, in a letter to the De- 
partment of Commerce yesterday, 
contended, “The American eco- 
nomic system cannot survive if our 
government is going to put brakes 
on creative effort.” 

The Department of Commerce on 


Dec. 10 released new standards 
regulating advertising signs on 
interstate highways. The new 


rules fix rigid physical limits on 
the number and size of signs with- 
in 660’ of the right of way along 
the highway system. Advertising 
is limited to businesses within 12 
miles of the highway. The size of 
signs is restricted to 150 sq. ft., 
whereas the standard outdoor sign 
is 300 sq. ft. 

In addition to businesses located 
within 12 miles of the road, ad- 
vertising privileges are extended 
only to “places for camping, lodg- 
ing, eating and vehicle service and 
The use of trademarks 


(Continued on Page 58) 


| 


| SYLVESTER L. (PAT) WEAVER JR., former 
head of National Broadcasting Co., 
has been named consultant to Mc- 
Cann-Erickson on special proj- 
ects. He will work with the agen- 
cy’s programming division. Mr. 
Weaver is also consultant to Kaiser 
Industries, 
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McGraw-Hill Shifts 


Top Executives 


New York, Dec. 17—Four top- 
level appointments, effective Jan. 
1, were announced today by Mc- 
Graw-Hill Publishing Co. 

Ervin E. DeGraff, since 1954 ad- 
vertising sales manager of Petro- 
leum Week, has been named pub- 
lisher of Petroleum Week, National 
Petroleum News and Oilgram News 
& Price Service. He succeeds Har- 
ry Waddell, who became a senior 
vp of McGraw-Hill’s publications 
division (AA, Oct. 6). No successor 
to Mr. DeGraff has been named as 
advertising sales manager of Pe- 
troleum Week. 


s John E. Slater, advertising sales 
manager of Fleet Owner since 1955, 
has been appointed publisher of 
that publication. He succeeds Shel- 
ton Fisher, who was also recently 
named a senior vp of the company’s 
publications division. Mr. Slater 
will continue as advertising sales 


Erwin DeGraff 


John Slater 


| manager temporarily. 

| Caswell Speare, editor of Fleet 
Owner since 1955, has been named 
associate publisher of Electrical 
| Merchandising; he will be succeed- 
‘ed as editor of Fleet Owner by Car- 
'rol Boyce, who has been feature 
editor of Factory Management & 
Maintenance. No successor to Mr. 
Boyce has been named. 


es H. William Davis, formerly 
manager of household appliance 
advertising for McCall’s, has joined 
the sales staff of Electrical Mer- 


| World War II e 


|4th photo recon 


chandising as district manager for | 


the Atlantic ar Yew England 
areas. Mr. Davis, raduate of the | 
Sheffield scien 
tific school c 


Yale Universit) 
served in the Ai 
Force durin 
a major in th 
Naissance grou) 
He joined M< 
Call’s in 1946 « 
an advertis 
ing salesman an 
was made man 
ager of househok 
tising in 1954. H. is credited with 
having originatec and worked out 
the application of McCall’s use- 
tested tag. + 


Caswell Speare 


ippliance adver- 


WEGN Names O'Connell 
Richard O’Connell Inc., New 
York, has been named to represent 
WKGN, Knoxville. The radio sta- 
tion formerly was represented by 
Rambeau, Vance, Hopple. 


You need concentrated coverage 


WASHINGTON 
STATE 


) 


Advertising 


Age, December 22, 1958 


Highlights of This Week’s Issue 


General Motors, Ford, BR. J. Reynolds, 
and American Tobacco were the top 
users of spot radio during 1958, the Ra- 
dio Advertising Bureau reports .Page 1 


Three mergers spark the advertising in- 
dustry this week, including one merger 
denied earlier in the year: North joins 
Alfred J. Silberstein, Bert Goldsmith | 
Inc.; Gardner joins Paris & Peart, and 
Atherton & Currier merges with Kastor, 
Hilton, Chesley & Clifford 


Marion Harper Jr. moves up to fill in 
board chairman role of McCann-Erick- 
son as well as president's shoes as Har- 
rison King McCann retires at 78..Page 1. 


Coupon mailers are suffering from fol- 
lowing in the footsteps of the soap 
manufacturers who practice indiscrim- 
inate coupon mailing, Angus McIntyre, 
vp and account group supervisor of O. 
E. McIntyre Inc., says 


Advertising delegation telis Post Office 
that magazine inserts are only in their 
infancy, seek to help postal officials 
eliminate uncertainties which have in- 
terfered with the use of inserts and 
other novel advertising devices .Page 2 


Abolish the “known” rating weeks, 
Mitchell Wolfson, WTVJ president, 
urges broadcasters. He says rating- 


week program loading and promotions 
have distorted the ratings “‘to a point 
where they are not suitable for the job 
for which they were intended” .Page 2 


Nesbitt Fruit Products will use humor 
built around five child cartoon char- 
acters to spotlight the theme of its 1959 
advertising: “All us guys go for Nes- 
bitt's”’ Page 2 


Ralph H. Flynn resigns as president of 
Popular Science Publishing Co. and 
buys American Salesman, a digest-size 
monthly, from his former employ- 
er Page 2 


Post Office says no to a get-rich-quick 
subscription plan for selling Look, 
snuffs out dreams of subscription sell- 
ers earning up to $9,330 through “chain 
letter”’ type scheme 


Twe admen take a whirl at making their 
fortunes by marketing a plastic plate 
that spins on the top of a stick, called 
Whirley Whirlers 


Curtiss Candy Ce. and North American 
Van Lines found that questionnaires 
were very efficient in helping them se- 
lect Clinton E. Frank Inc. and Biddle 
Co. as their respective agencies .Page 3 


Merger mania stirs the advertising agen- 
cy business as Christmas season nears 
and 1958 wanes; some agencies have 
even managed to merge twice during 
the year Page 8 


+a 


tem cannot survive if the government 
puts breaks on creative effort .Page 3 


Drug industry, in “open house” discus- 
sion with Arthur Flemming, new sec- 
retary of Health, Education & Welfare, 
discovers its ads are checked by FTC, 
its labels by FDA, and anything in be- 
tween is “talked over” Page 6 


Studying past advertising can serve as a 
guidepost to future ads—but too much 
reliance on it may sometimes stifle the 
creative process, six agency copywrit- 
ers tell Eastern Industrial Advertisers 
Assn. clinic Page 10 


Daytime tv competition gets brisker as 
the networks start shifting their day- 
time SHOWS AOU 2...........ccccccceeee Page 14 


Better Homes & Gardens says its 1958 
Idea Home promotion last fall resulted 
in 440 homes sold and more than 3,000 
Dome Gem WePRIG, cnccccctensccecsessssecseres Page 16 


Advertising, as practiced by A. L. Mc- 
Carthy, sales vp of the Eureka division 
of Eureka Williams Corp., is a science 
that enables him to “tell within a few 
units what it will produce in sales in 
any given territory” ......................Page 20 


Food brokers should work closer with 
both food manufacturers and whole- 
sale buyers, surveys report ........ Page 25 


Advertisers need to do more exploring of 
“inner space”—discovering everything 
that goes on inside the consumer's 
heart and mind, John M. Shaw, assist- 
and vp for merchandising, AT&T, 
Says Page 36 


The Creative Man finds tie-in of Marli- 
boro ad with introduction of new 
watch and repetition of part of art- 
work an example of “bright and intel- 
ligent"” cooperation 


New York newspaper strike puts crimp 
into introduction of Ventar, a metal 
cylinder designed to make “cigaret 
smoking safer by reducing the forma- 
tion of tars” Page 47 


REGULAR FEATURES 


Advertising Market Place 
Along the Media Path 

Art Director's Viewpoin 
Coming Conventions 
Consumer Magazine Linage . 
Creative Man's Corner 
Department Store Sales ... 
Drawthinks 
Editorials 
Empleye C 
Getting Personal 
Information for Advertisers 
Obituaries 
On the Merchandising Front 
Photographic Review 
Rough Proofs 


The new federal regulations on 
advertising are “restrictions on sell- 
ing,”” William K. Beard, president of 
ABP, writes the Department of Com- 
merce, contending our economic sys- 


8 in Advertising .... 
This Week in Washington 
Voice of the Advertiser 
What They’re Saying ..... 
You Ought to Know 


Grant Transfers Johnson 

Bob Johnson, account executive 
in the Chicago office of Grant Ad- 
vertising, has been transferred to 


the agency’s New York office, 


where he will help with the intro- 
duction of Dr. Pepper soft drink 
into the New York market. He also 
works on the Swanson Cookie Co. 
account. 


CONTINUOUS MONTHLY 
GROCERY INVENTORY 
MAKES WINSTON-SALEM 
IDEAL TEST MARKET 


——————— 


... in the PUGET SOUND CIRCLE 


More than half the population and business of Washington State is con- 
centrated in the Seattle and Tacoma markets. 


The Journal and Sentinel research 
department conducts monthly 
sales and distribution reports on 
more than 450 food brands and 
sizes in Winston-Salem Metropoli- 
tan area. Free to advertisers and 
agencies. Write today. 


‘3 aa 
SR 


To sell Tacoma, the State’s No. 2 market, you need the Tacoma News 'ribune 
which provides the only concentrated coverage in its area (more thin four 
times the combined circulation of the Seattle dailies). 


in the Tacoma market, no outside newspaper approaches these 
coverage figures: 


The Tacoma News Tribune delivers 83% of its City Zone; 81% of its 
Metropolitan Area; 59% of its Trading Area. (Total net paid, 83,71. 


TACOMA NEWS TRIBUNE 


Tacoma, Washington 


Represented by SAWYER-FERGUSON-WALKER COMPANY, Inc 
NEW YORK ¢ CHICAGO ¢ PHILADELPHIA ¢ DETROIT ¢ ATLANTA 
LOS ANGELES ¢ SAN FRANCISCO 


WITHOUT THE ——t*™ 
WINSTON-SALEM 


JOURNAL 


AND 


SENTINEL 


REP KELLY-SMITH COMPANY 


CIRCULATION NOW 


A 
Pub. Statement ending March 31, 1958 


JOURNAL, MORNING SENTINEL, EVENING 
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December Everywoman’s Family Circle rolls up record circulation of 


~ S | o ; 


\ 


Talk about vitality! December Everywoman’s Family Circle hit an 
all-time circulation high of 6,000,000 — by far the largest single-copy 
sales ever attained by any magazine anywhere, any time! Family 
Circle’s really rolling, with sales of 5,300,000 in October. ..5,400,000 in 
November...and now 6,000,000 in December! What bonuses on a 5-million 
rate base! This circulation is concentrated right where you want it: 
among cartload customers of over 20,000 chain and independent supermarkets 
—volume outlets that move brands by carloads! Put your advertising 
where your business is...in Everywoman’s Family Circle! 


*All circulation figures are publisher's estimates 


More and more advertisers are rolling with Family Circle 


33% page gain last quarter 1958! 
32% gain in pages booked {or 1959 as of this date! 
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This Week in Washington ... 


Ads? It's FTC; Labels? It's FDA; 
Between? ‘We Talk It Over’: Larric 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, Dec. 18—Represen- 
tatives of more than 30 drug trade 
groups accepted an invitation the 
other day to tell Arthur Flemming, 
the new Secretary of Health, Edu- 
cation & Welfare, how they feel 
about his department. 

This is the third of about 20 such 
“open house” discussions which the 
Secretary is holding. At this one he 
discovered that even the drug in- 
dustry experts sometimes have 
trouble anticipating when a drug 
case will be handled by the Food 
& Drug Administration, or left to 
the more leisurely disposition of 


the Federal Trade Commission. 

For Food & Drug Commissioner 
George Larrick, who was on hand 
to field the tough questions, the 
jurisdictional issue seemed like 
duck soup. “If it is labeling,” he 
explained, “it’s ours. Advertising 
goes to FTC. And if it falls be- 
tween, we talk it over.” 

Industry people had plenty to 
say on most of the topics which 
Secretary Flemming wanted to dis- 


,you go on letti: 1em say three 
out of four d s recommend 
their product?” emanded. With 
ja sigh of relief, missioner Lar- 
|rick recouped. iat’s definitely 
outside our jur ~ ‘tion,” he said. 
\“You better go it to FTC.” 
ve of the things 
FDA Budget at seemed to be 
Hike Sought n everyone’s 
ind was the 
& Drug Admin- 
ciation spokes- 
r pleaded with 
ng to go to bat 
r FDA’s enforce- 


budget of the Fc 
istration. One « 
|man after anoi 
Secretary Flem 
for extra funds 
|ment operations 

In a sense this isn’t news, for 
the food and drug industries for 
|more than 50 years have gone to 


Advertising Age, December 22, 1958 


ready before President Eisenhower 
for decision, so it is too late for 
changes. 


Sen. Byrd's 
Apples Seized 


All these heart-| 
warming words 
about more funds 
for food and drug 


‘enforcement came at exactly the 


cuss. But on “extravagant promo- bat for honest and fearless enforce- | 


tions” the Secretary got only one 
response. 

That was from an association ex- 
ecutive who was annoyed with An- 


ment of pure food and drug laws. 
For the new secretary, however, it 
|}was a somewhat unexpected ex- 
| perience. He begged off by point- 


acin’s tv commercials. “How can|ing out that FDA’s budget is al-| 


right psychological moment for) 
Commissioner George Larrick. As) 
the trade people were speaking, | 
he was sitting on the kind of politi- 
cal dynamite which would make 
any public servant tremble. 

For among the enforcement ac- 
tions carried out by his staff this 
week was the seizure of 406 cases 
of apples which are alleged to be 
decomposed, mislabeled or not la- 
beled at all. The apples belong to 
no less a personage than H. F. Byrd 
Inc., apple king of nearby Berry- 
ville, Va., and known politically as 
Sen. Harry F. Byrd (D., Va.), 
chairman of the Senate finance 
committee. 

While the trade association peo- 


eee 
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TAMPA - ST. PETERSBURG 


.-.- market on the move! 


Giant fleets of highway haulers are on the move in 
the MARKET-ON-THE-MOVE . . . TAMPA — 
ST. PETERSBURG . . 
and from the North, linking this rich market with 
others throughout the nation. Excellent trucking 
facilities help spark the amazing industrial expan- 


. Speeding commodities 


ie 


to 


sion in the Twin Cities of the South — NOW IN 


TOP 30 MARKETS — 30th in retail sales, 27th in 


automotive sales, 29th in drug sales. 


Keeping pace with this growth is the station on the 


move — WTVT — first in total share of audience* 


with 30 of the top 50 programs*. WTVT, with 
highest-rated CBS and local shows, blankets and 
penetrates the MARKET-ON-THE-MOVE .. . 


TAMPA — ST. PETERSBURG. 


*Latest ARB 


station on the move... 


WIVT 


AMPA - ST. PETERSBURG 


Channel 13 


The WKY Television System, Inc. 


+e ihe EO ME Dg —e 


ple were expounding the urgency 
of a bigger FDA enforcement budg- 
et, George Frates, veteran Wash- 
ington representative for the Na- 
tional Retail Druggists Assn., sat 
morosely in the front row. Finally 
he quipped, “After the story in 
today’s paper, maybe we better 
save our testimony for Sen. Byrd.” 


On the brighter 
Red 32 Case _ side, so far as the 
Spurs New Law Food & Drug Ad- 

ministration was 
concerned, was Monday’s unani- 
mous Supreme Court decision up- 
holding FDA’s ban on Red 32, the 
coloring agent used to make the 
green skins of Florida oranges look 
orange. 

When the court got through there 
was no shred of doubt remaining 
over FDA’s authority, and there 
was no hope left for Red 32. Now 
that the litigation is over, industry 
and government people are likely 
to get together on a new control 
law—perhaps one which Sen. S. L. 
Holland (D., Fla.) announced he 
would introduce—enabling FDA to 
set tolerance limits which will open 
the way for a newer, less contro- 
versial dye for oranges. 


Retail groups are 
Proposed Shoe professing con- 
Label Bill Is Hit cern over a bill 

which is expect- 
ed in the new Congress to require 
disclosure of the materials used in 
shoes. 

Patterned after the textile law 
passed by Congress last year, the 
shoe labeling bill originates with 
trade people who complain that 
cheap substitutes are used in soles 
and uppers which even an expert 
can’t identify. 

Retailers claim shoe labeling will 
become too cumbersome. Some of 
their people get very worked up, 
arguing that this is another step 
toward more and more federal la- 
beling laws which might ultimately 
end up in grade labeling. 


Postmaster Gen- 
P.O. ‘Deficit’ eral Arthur Sum- 
merfield sudden- 


Called False 
ly faces unex- 


pectedly effective opposition on 
increases in parcel post rates. In 
the past, his requests for higher 
rates on catalogs and parcels got 
quick approval at the Interstate 
Commerce Commission simply be-- 
cause he produced cost figures 
showing he was losing money. But 
his latest increases, averaging 
about 20%, have been stalled while 
ICC examines a well-documented 
complaint that Mr. Summerfield’s 
accounting is faulty. 

The protest, filed by the law firm 
of Arnold, Fortas & Porter in behalf 
of the Parcel Post Assn., points 
out that a parcel post deficit ex- 
ists only because fourth class mail 
has been charged for a full alloca- 
tion of all the department’s over- 
head and operating costs. The brief 
points out that the 1958 rate bill 
requires the Post Office to deduct 
from postal operating expense at 
least $170,000,000 which represents 
the cost of certain public services 
which Congress wants eliminated 
so far as the computation of postal 
rates is concerned. The brief says 
that a new calculation which elimi- 
nates public service cost will show 
no catalog or parcel post rate in- 
creases are needed. # 


Sackheim Adds Cyanamid 

American Cyanamid Co., New 
York, will consolidate all of its dye 
products advertising Jan. 1 in one 
agency, Ben Sackheim Inc., New 
York. Calcofluor, a paper whit- 
ening dye, will be moved from 
Hazard Advertising. Hazard will 
continue to service other of the 
company’s products that it has 
been handling. 


Pierce Joins Ziff-Davis 

James R. Pierce, formerly with 
Time Inc., has joined Ziff-Davis 
Publishing Co. as western ad man- 
ager in Los Angeles. 


WKY-TV | WKY-RADIO | WSFA-TV 
Oklahe na City Oklahoma City Montgomery 
Represented by the Katz Agency 
oS ” i ik ee i a a 
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TWO NEW MINNESOTA SURVEYS 


give you the market facts you want! 


1. NEW MALE MARKET STUDY 
—'MR. MINNESOTA” 


A completely new study of an important male market: 
more than a million mature Minnesota men. Companion 
piece to the famed Minnesota Homemaker surveys, “Mr. 
Minnesota” is grounded in the same careful research tech- 
niques that have made the Homemakers a “must” for 
understanding the Minneapolis and Minnesota markets. 
“Mr. Minnesota”’ adds a new dimension: masculine buying 
habits, interests and recreations, product inventories. 


2. NEW ANNUAL MINNESOTA 
HOMEMAKER SURVEY (No. 11) 


Bigger (almost doubled in size), covering a wider range of 
products and buying habits. Projectable to Minnesota’s 
945,000 households as to what’s on hand or last bought, from 
personal interviews with adult homemakers. Ingenious 
combination of metropolitan and statewide samples gives 
the complete picture in both the area’s largest metropolitan 
center (Hennepin County-Minneapolis) and in all Minne- 
sota. Also city-town-farm breakdowns. 


These surveys work together to give you information you need 
about the $5'% billion Minnesota market 


Minneapolis 


JOHN COWLES, President 


_ EVENING 


Star and Tribune 


MORNING AND SUNDAY 


Write today for your copies. Address 
requests on your letterhead to 
W. A. Cordingley, National Adver- 
tising Manager, Minneapolis Star 


635,000 SUNDAY 


500,000 DAILY 


and Tribune, Minneapolis 15, Minn. 
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N.Y. Newspaper Industry Faces Drab 
Yule as Strike Cuts Ads and Wages 


Publishers Resigned to 
Lengthy Strike Now That 
Yule Profits Are Lost 


New York, Dec. 19—It’s shap- 
ing up as a dollar-scarce Christ- 
mas for New York newspaper 
men: 


e On Wednesday, New York dai-| 


lies and deliverers union people 
suspended peace negotiations in- 
definitely, while agreeing to meet 
with federal mediators separately. 


e No publisher-union strike talks 
can now be held before Monday, 
Dec. 22. 


e Newspaper publishers were be- 
lieved resigned to a lengthy strike, 
having lost millions in pre-Christ- | 
mas advertising because of non-| 
publication. The New York Times 
yesterday estimated it lost $1,000,- 
000 last Sunday alone because no 
issue was published and it fig- 
ured a drop of 1,200,000 lines over 
the last week; the Daily News es- 
timated its ad revenue to be down 
by $1,500,000 thus far, with the 
possibility of the loss moving to 
$2,000,000 or more by month’s end. 


e It seemed unlikely the dailies 
were covered by strike insurance 
to compensate for any losses. 

The New York Times told AA 
that it has strike insurance, but 
that the amount it collects “is only 
a piffling part of our present pay- 
roll.” It was understood that the 
insurance begins to pay out after 
seven days of strike have passed 
and that payments can continue 
for 50 days thereafter. 

It was believed that all New 
York dailies have such insurance, 
which is handled by several com- 
panies whose headquarters are in 
Montreal. - 


® Meanwhile, Barney Cameron, 
president of the Publishers Assn. 
of New York City, asserted that 
the publishers “have made all the 
concessions they can make.” 

Newspaper deliverymen walked 
out the night of Dec. 9 after re-| 
jecting a publishers’ offer of a} 
$7 raise ($4 the first year, $3 the! 
second). The union is seeking, in 
addition to a raise, shorter hours, 
sick pay, one more holiday and 
other concessions. 

With the newspapers all out, 
radio and tv stations were working 
hard to fill the vacuum. 

News schedules were stepped 
up. Comics were read on the air. 
Editorials intended for print were 
digested by commentators. A 
steady stream of columnists shut- 
tled to WNEW mikes to read their 
columns. 


s Practically all stations seemed 
to be picking up some new busi- 
ness as a result of the print black- 
out, but a spot check indicated 
that radio was getting more of the 
overflow from retailers than tv. 
There were heavy increases in the 
amusement category, both from 
movies and Broadway shows. 
Faced with the prospect of no re- 
views, “Gazebo” bought 30 min- 
utes on WRCA-TV on opening 
night to read parts—the good parts 
naturally—of this play’s reviews. 


® WCBS Radio aired a 15-minute 
daily newscast under the sponsor- 
ship of B. Altman’s department 
store, among other new or addi- 
tional department store business. 
Independent station WMGM 
picked up nearly 10 new accounts, 
ranging from a men’s clothing 
store—John David—to Schrafft’s 
restaurant chain. WMCA replaced 
its nightly public service “Voice of 
New York” feature with a shop- 
ping guide show. The station said 
ijt would spend the money made on 


| this program to advertise the show 
jin newspaper ads as soon as the 
| papers were back in business. 


|@ WPIX added tv schedules for 
| Macy’s, which is a regular tv user, 
and some national business for 
electric shavers and cigars, etc., 
| that normally would have gone to 
| newspapers. 


Radio gained from department | 


stores, jewelers, appliance stores | 


and food chains. There were new 
clients and augmented orders from 
old clients. However, tv did not 
seem to get much of this type of 
brand new business. 


® T. E. Callis, advertising director 
of the Wall Street Journal, said, 
“There has been some slight step- 
|up of contract business as a result 
of the newspaper strike by regular 
advertisers, but nothing extraor- 
dinary.” 


® The strike was a boon to at least 
one daily—the peppery El Diario 
de Nueva York, Spanish-language 
tabloid. Beginning with the first 
day of the strike, it turned out 
two pages of news in English, plus 
captions on all pictures in both 
languages. The usual press run of 
75,000 was doubled to 150,000. 

Ironically, the El Diario com- 
posing room capacity was not large 
enough to accept advertising from 
any but their usual customers dur- 
ing the Christmas rush. “We ran 
48 pages daily and 56 on Saturday, 
which is what we have been run- 
ning all along during the Christ- 
mas season,” said Editor Stanley 
Ross, “and this is just about our 
capacity. 

“Tt was bitter gall to have to 
turn down advertising by the larg- 
est department stores in New York 
—people we have been after for 
many years,” Mr. Ross said rue- 
fully. 


® The only exceptions were S. 
Klein, which got two pages in the 
Dec. 13 edition, and Hearn’s, which 
took three pages on Friday and 
Sunday. 

Retail advertisers—principally 
the department stores—were turn- 
ing to off-beat promotional meth- 
ods. Klein’s was first into New 
York subways, using b&w posters 
pasted to train windows to push 
merchandise. Klein’s placed four 
ads—each the size of a standard 
newspaper page—in each car for 
$3,800 a day. Yesterday, Peerless 
Camera Stores and two Manhat- 
tan movie houses followed Klein’s 
lead and moved to underground 


|advertising. Other retailers turned 


to handbilis, mailings to charge ac- 
count customers, in-store displays, 
public address systems and post- 
ers. 


s Loss in newsprint tonnage as a 
result of the newspaper strike is 


the Newsprint Information Com- 


of major mills, reports. 


lishers Assn. reports U.S. news- 
print consumption during the 
first 11 months of 1958 amounted 
to 4,555,687 tons, a decrease of 
3.3% under the 4,712,781 tons con- 
sumed during the comparable pe- 
riod of 1957. 

The Newsprint Service Bureau 
reports North American produc- 
tion through the end of November, 
1958, amounted to 7,232,403 tons, 
which was 416,042 tons or 5.4% 
below the historical peak attained 
in the same period of 1957. 

If the local newspaper strike 
lasts much longer it will seriously 
affect the producing mills, as well 
as railroad, shipping and ware- 
housing interests, # 


| house. The contest runs May 1 to 


| estimated to be 15,000 tons a week, | 


s The American Newspaper Pub-| 


FRIEND—Peering through bangs is a 
Highland steer, hero of a naming 
contest sponsored y the food cas- 
ings division of Visking Co. First 
prize in the contest, designed to 
boost the sausage industry, is a 


June 30 


Magazines Shift 
in Legal Snarl 
Over Esso Ads 


New York, Dec. 19—A new wor- 
ry has cropped up for publishers 
in their postal relations. 

The Esso Standard Oil Co. plans 
an institutional campaign. By law 
it may not advertise outside its 
marketing area. 

The new campaign was slated 
for four magazines—Atlantic-Har- 
per’s, The New Yorker and Time. 
The New Yorker will pull the Esso 
institutional ad (from Ogilvy, Ben- 
son & Mather) and replace it with 
Enjay Co. advertising (from Mc- 
Cann-Erickson) on the remaining 
30% of its run. 

Atlantic and Harper’s (which 
originally planned to drop the Esso 
unit) will substitute a house ad 
outside Esso territory. Time plans 
to drop the Esso ad beyond Esso’s 
marketing area and replace it in 
the remainder of its press run with 
another advertiser. 


# In Washington, the Post Of- 
fice, while refusing to comment on 
the Time and Atlantic-Harper’s 
plan to drop the Esso insertion, 
said merely that the department’s 
position is that a split run has to be 
replaced with “the same thing” 
(i.e., advertising or editorial), and 
that the folio cannot be changed; 
otherwise the postage computation 
would be too difficult. + 


Gordon Back in TV Film, 
Names Reiner Exec VP 

Milton A. Gordon, who recently 
sold his tv film company, Televi- 
sion Programs of America, to In- 
dependent Television Corp. for 
$11,365,000, is ret: rning to the film 
business as head of a new produc- 
tion company called Galaxy At- 
tractions. The company, which re- 
portedly will no’ be active in tv} 


mittee, which represents a group | film distribution will open offices | 


at 375 Park Av New York, on| 
Jan. 2. 

Galaxy will pr iuce and finance | 
films for tv and theatrical distri- 
bution. Joining ! r. Gordon in his 
new project is M any Reiner, with 
whom he was 2 ociated at TPA. 
Mr. Reiner has signed as vp in 
charge of foreign perations for In- 
dependent Telev jion Corp. to be- 
come exec vp of .:alaxy. 


Malsbary Appoints Thacker 
W. A. Thacker has been named 
advertising and sales promotion 
manager of Malsbary Mfg. Co., 
Oakland, Cal., maker of steam 
cleaners, steam generators, indus- 
trial hot water heaters and indirect 
heaters for swimming pools. Pre- 
viously he was assistant advertis- 


|mately 90% 


ing manager of Schlage Lock Co. 


Advertising Age, December 22, 1958 


Stations Representing 
80% of Card Value — 
Buy Barter Deal: CBS 


New York, Dec. 19—CBS Radio| 
executives, who report they are 
ready to start the network’s barter 
plan operation Jan. 5, were busy 
this week accentuating the posi- 
tive. They said: 


e 1. More than 150 stations (or 
80% of the total rate card value) 
have signed contracts under the 
new plan; about 15% of the sta- 
tions (in rate card value) have not 
been heard from yet, and their re- 
plies may swell the total. 


e 2. There will be no interruption 
of service in the six markets where 
stations have canceled. KTUL, Tul- 
sa, which canceled its network con- 
tract before the plan was an- 
nounced, has been replaced by 
a Meredith-owned independent, 
KRMG. The network will have six 
months to find replacements for 
WJR, Detroit (AA, Nov. 24), 
WSAN, Allenton, Pa. (which has 
switched to NBC), WGIR, Man- 
chester, N. H., and WMSC, Colum- 
bia, S. C. 


e 3. CBS has heard from 31 sta- 
tions, including three NBC affili- 
ates, which say they would like to 
join the network under its new 
setup. CBS will not identify these 
outlets. 


e 4. Advertisers are putt ig their 
money on the line to support the 
revamped network. More than $4,- 
000,000 in gross sales from new 
business or expanded schedules has 
been signed since the announce- 
ment of the new plan. Among 
the sponsors: Bristol-Myers Co., 
Lewis-Howe Co., Stewart-Warner 
Corp., Lever Bros., General Elec- 
tric, Fram Corp., Standard Pack- 
aging Corp. and Q-Tips Sales Corp. 


ACP Publications 
Deny FTC Charges 
of Ad Monopoly 


WASHINGTON, Dec. 18—Associat- 
ed Construction Publications Inc., 
Detroit, and its 15 regional mem- 
ber publications denied today that 
they combined illegally to restrain 
trade and monopolize the advertis- 
ing of construction equipment 
manufacturers. 

In an official answer to a com- 
plaint issued by the Federal Trade 
Commission last October (AA, 
Nov. 10), the association and its 
members denied, among other 
things, that they allocate territories 
to prevent overlapping circulation, 
that they agreed on prices, dis- 
counts and selling terms for ad- 
vertising space, or that they used 
ACP to acquire advertising for 
themselves and divert it from com- 
petitors. 


= In its complaint FTC had con- 
tended that the 15 regional pub- 
lications in the group dominate 
their field and “enjoy approxi- 
of the nation’s re- 
gional construction magazine ad- 
vertising business.” 

In their replies, the association 
and its members deny that there 
are only 35 regional construction 
magazines, as charged in the com- 
plaint, and that their 15 publica- 
tions account for 90% of the ad- 
vertising placed. 

The replies said the association 
does not know how many regional 
publications there are in the field 
and added that in any event “there 
is no meaningful nor commonly 
understood or accepted meaning to 
the phrase ‘the nation’s regional 
construction magazine advertising 
business’.” # 


Davis to ‘House Beautiful’ 
William Davis, formerly on the 

sales staff of Household, has joined 

the New York sales staff of House 


Beautiful, New York. 


Sears Retail Ads 
Hit $68,500,000 
During 1958 


Cuicaco, Dec. 17—Sears, Roe- 
buck & Co. invested approximately 
$68,500,000 in retail advertising 
during 1958, an increase of about 
10% over the 1957 total. 

The figure was released today 
at a press conference at which 
Sears officials outlined the compa- 
ny’s $50,000,000 program of expan- 
sion and improvement for 1959. 

Charles H. Kellstadt, president of 
the department store chain, said 
about $48,000,000 of the ad total 
was spent in newspapers. 

He did not give the media break- 
down for the remainder of the 
budget, but said that radio and 
television are used mainly to sup- 
plement newspaper ads during 
special sales or other events. He 
also indicated that magazine ad- 
vertising was reduced substantial- 
ly from the $2,800,000 spent in 
1957. 


@ “In 1957 we had a type of cam- 
paign which was not needed this 
year,” he said. ““‘We did more ad- 
vertising of individual items this 
year, and will continue on this 
basis in 1959.” 

Sears said that as a result of its 
expansion program, its retail ad- 
vertising expenditure has increased 
353% since 1945. 

“In the 13-year period from 1946 
through 1958, Sears total retail ad- 
vertising expenditures were $591,- 
101,000,” the company said, “spent 
mainly for newspaper space, radio 
and tv time, and for circulars and 
direct mail advertising.” During 
that period Sears spent $433,258,- 
000 in newspapers—an average of 
73.3% per year—to purchase 3,- 
170,433,000 lines of white space. + 


Jones New President 
of Keyes, Madden; 8 
Other Officers Named 


Cuicaco, Dec. 18—Howard A. 
Jones, at present exec vp of Keyes, 
Madden & Jones, has been named 
president of the agency, effective 
Jan. 1. Mr. Jones will take over the 
post to be vacated at that time by 
Edward D. Madden, who will be- 
come vice-chairman of the new 
Geyer, Morey, Madden & Ballard 
agency (AA, Dec. 15). 

Several other new officers also 
were announced today by Freeman 
Keyes, board chairman of KM&J. 
Three of them are newcomers to 
the agency, coming from Donahue 


Howard A. Jones Harry Goldsmith 


& Coe, whose Chicago accounts are 
now being serviced by KM&J (AA, 
Dec. 1). Elected to the posts indi- 
cated were: 

Harry B. Goldsmith Jr., from 
senior vp to exec vp; Lee J. Mar- 
shall, from vp to senior vp; Dale 
G. Mehroff, from account exec to 
vp, and Richard R. Davis, from 
chief accountant to comptroller. 

The three ex-Donahue & Coe 
members, all elected vps, are 
George E. Filipetti, Paul E. Kelly 
and William L. Lavicka. Also 
elected a vp was Pierre Marshall, 
who is rejoining the agency from 
Bell & Howell, where he has been 
director of advertising since last 
February. # 
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May we offer you $42,384,867.00 worth of research...free? 


Columns upon columns of it ... page after page of it! All of it the 
solid experience of thousands of advertisers — backed by dollars 
and proved by results. 

The evidence is contained in any issue of the Los Angeles Times. 

During the past year, national and local advertisers bought 
$42,384,867.00 worth of space in The Times — the newspaper that 
reaches far more Los Angeles homes, delivers far more upper-income 
families, sells far more products and services, and produces far more 
sales per advertising dollar. 


This is research-in-action. Hard cash invested in the paper that 
now carries more than half (52.9%) the total advertising linage, 
more than half (51.5%) of the total retail linage in Los Angeles — 
and more department store and more classified advertising than the 
other three metropolitan newspapers combined. The Times is first 
in 100 of Media Records’ 114 linage classifications. 

Why spend money for a research study that any issue of the Los 
Angeles Times will give you free: The Times is first by far in sales 
power in Los Angeles. 


First in the nation’s No, 2 market Los Angeles Times 


Pa ee TORe gee 


Represented by Cresmer and Woodward, New York, 
Chicago, Detroit, Atlanta and San Francisco 
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Lynch & Hart Adds Kearney 
Lynch & Hart Advertising Co., 
St. Louis, has been appointed 
to handle advertising for James 
R. Kearney Corp., St. Louis, 
manufacturer of electric utility 
construction and maintenance 
equipment. The appointment is 
effective Jan. 1. French & Shields, 
St. Louis, is the current agency. 


Taylor Retires from McKinney 

Douglas Taylor will retire Jan. 1 
from the J. P. McKinney & Son 
division of Gannett Newspapers, 
New York. The onetime vp of! 
Printers’ Ink plans to serve the 
Gannett operation on retainer for 
special services. 


Schneiderman Adds Two 

Harry Schneiderman Inc., Chi- 
cago, has been appointed to handle 
advertising for Leewards division 
of Dexter Thread Mills Inc., Elgin, 
Ill., and for Champion Preaeen 
Co., Muskegon Heights, Mich., 
manufacturer of fishing supplies. 


READERS 
S, VIEWERS 
claims thet your agency, 
clients or personnel have committed 
LIBEL, SLANDER, INVASION OF 
PRIVACY OR COPYRIGHT, 
PLAGIARISM. 
FORE it happens, get our unique 
Excess INSURANCE Policy 
on effective and inexpensive cushi 
against these hazards. 


EMPLOYERS REINSURANCE 
ORPORATION 


i 
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|NEW SLATE—The Publicite-Club de Montreal, a new 
group aiming at providing facilities for better study 
and evaluation of the French-Canadian market, has 
elected its first officers. They are: Jacques Bouchard, 
advertising manager of La Brasserie Labatt, presi- 
dent; Rene-L. Caron, account exec and office man- 
ager, Foster Advertising, 1st vp; Jean Tougas, direc- 
tor of French marketing, E. W. Reynolds Ltd., 2nd 


Audet 


Robitaille 
Bouchard 


St-Denis, Walsh 


vp, and Miss Mariette Mineau, of the French crea- 
tive department, J. Walter Thompson Co., secretary- 
treasurer. Directors are: Guy Dorval, director of 
advertising for the Provincial Bank of Canada; Paul- 
A. Audet, Montreal manager, Le Soleil; Georges 
Robitaille, promotion manager, La Presse; Gerard 


Ronalds Advertising. 


Advertising Age, December 22, 1958 


| 
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Cote 
Tougas 


Advertising, and J.-Eugene Cote, 


Cole Retires as Director 
W. Arthur Cole, for the past 25 


|years managing director of the 


Photoengravers Board of Trade of 
New York, will retire Jan. 1, but 
will continue to serve the industry 
as consultant. 
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723 South Wells Street 


of ¥: 4 
SERVICE typographers, inc. ” 


. HArrison 7-8560 


‘DJ Forms Club for 
Traveling Salesmen 


PHILADELPHIA, Dec. 16—A local 
radio disc jockey found out some- 
thing about his audience composi- 
tion last month as a result of a cas- 
ual suggestion. 

Jack Pyle of WIP acknowledged 
on one of his shows a letter from a 
traveling salesman who listened to 
the program in his car. He went on 
to remark that perhaps a lot of 
salesmen listen to the show and 
that they “ought to have a travel- 
ing salesman’s club.” 

Ten minutes later the WIP 
switchboard was jainmed with calls 
from traveling salesmen who heard 
the show in their cars and thought 
the idea was great. To rescue the 
switchboard operators, Mr. Pyle 
went on the air and asked those 
interested to write in rather than 
eall. 

A heavy mail response began, 
and a dinner meeting was ar- 
ranged for the new club. Over 300 
reservations were made during the 
first few days, and the letters 
topped 700 the week before the 
meeting. 


| 


= Meanwhile, Mr. Pyle has set 
aside a portion of his afternoon 
show as a Traveling Salesman’s 
Corner. Each day he reads letters 
from club members. 

“The fellows sell everything from 
soda pop to merry-go-rounds,” Mr. 
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It’s Merry Christmcs 


We are winding up the year with the argest 
circulation in our history and total < vertis- 


ing linage for 


1958 will be greater th: 1957. 


MERRY CHRISTMAS, EVER‘ ONE 


The Zl Paso Cim s 


Morning and Sunday 


riches 


El Paso Herald-P« st 


Evening 


Pyle said. “They represent practi- 
cally every big company you ever 
heard of. What seems to have made 
this thing click is that it’s the first 
time anybody has ever paid any) 
attention to traveling salesmen on | 
radio.” 

At their gala dinner meeting, the 
traveling salesmen assumed the! 
club’s official name—Pyle-Drivers. | 


Y&R Adds Simoniz Export; 
Names Lubow, Rauch 


Young & Rubicam, domestic 
agency for Simoniz Co., Chicago, 
has been appointed to handle the 
Simoniz export advertising, ef- 
fective Jan. 1. Gotham-Vladimir 
Advertising currently handles Si- 
moniz export. 

Oscar Lubow, formerly a mer- 
chandising executive at Y&R, New 
York, has been named a vp and 
account executive in the agency’s 
contact department. Harry Rauch, 
a vp and manager of Y&R’s tv 
publicity department, has been as- 
signed to direct the agency’s house 
public relations in addition to his 
regular duties. 


Gudgeon Succeeds Bauer at 
*"McCall's’; English to ‘HB’ 
William J. Gudgeon, formerly of 
McCall’s Chicago sales staff, has 
been promoted to manager of the 
magazine’s Cincinnati office, suc- 
ceeding Fredric Bauer, who re- 
signed last month along with a 
number of other executives. John 
English, who resigned as McCall’s 
managing editor at the same time, 
has joined House Beautiful as di- 
rector of editorial presentation. 


David Cummins Adds Labs 
David Cummins & Associates, 
New Brunswick, N. J., has been 
appointed to handle medical ad- 
vertising and promotion of Quad- 
racine and Colactin for E. I. 
Hillard Laboratories, Nutley, N. J. 


Miraplas Names Worthing 

Ralph E. Worthing, formerly 
manager of Ketchum, MacLeod & 
Grove’s Columbus, O., office, has 
joined Miraplas Tile Co., Colum- 
bus, in the new position of mer- 
chandising manager. 


Blanke Joins Iron Fireman 
Warren J. Blanke, formerly vp 
and merchandising director of Bee- 
son-Reichert, Toledo, has been 
named to the new post of market- 
ing manager of Iron Fireman Mfg. 


Old Ads Can 
Stifle Creativity, 
Ad Panel Warns 


PHILADELPHIA, Dec. 16—Studying 
past advertising can serve as a 
guidepost to future ads—but too 
much reliance on it may sometimes 
stifle the creative process. 

This was the consensus last week 
of a panel of six agency copywrit- 
ers at a clinic of the Eastern In- 
dustrial Advertisers Assn., Phila- 
delphia chapter of the National 
Industrial Advertisers Assn. 

The study of past advertising 


i“ranks almost equally in impor- 


tance to the creative factor,” said 
Laurence Rockelein, copy director, 
Harris D. McKinney Inc. “I do not 
see how good advertising can be 
prepared without some kind of look 
at what has gone before.” 


= “In the process of studying past 
ads, however,” he said, “some con- 
clusions invariably result, some 
policies on do’s and don’ts,” and 
“this is where a large part of the 
trouble starts. Sometimes creative 
people, and sometimes even adver- 
tisers, tend to take these do’s and 
don’ts as straps on a creative strait 
jacket. But instead of looking at 
these policies as rules which limit 
and confine the creative process, 
there is much to be gained by re- 
garding them as guideposts to bet- 
ter advertising,” Mr. Rockelein 
said. 

Herman Thoenebe, copy chief of 
Arndt, Preston, Chapin, Lamb & 
Keen, noted that ‘most of the read- 
ership systems give you little to 
work with. It is not enough for you 
and me to know that an ad is good 
or bad, read or not read. We would 
like to know exactly which com- 
ponents led to its failure or suc- 
cess. If your television set conks 
out, you don’t junk it. You find 
the defective part. Rarely is an ad 
all bad,” Mr. Thoenebe said. 


= “The movement of goods from 
factory to market,” Mr. Thoenebe 
went on, “is a tremendous job for 
advertising. While it would be 
great if all of it were original, the 
magnitude of the effort requires 
some dependence upon past tech- 
niques.” 

He was not, however, making a 
point of mediocrity, he emphasized. 
“The truth is, that we acquire the 
knowledge and experience rather 
slowly, by building on the past and 
inching into the future. There are 
spectacular exceptions, but they 
remain exceptions. On the other 
hand the really original copy, the 
stuff that everyone else follows, 
seems to be woven of virgin wool,” 
Mr. Thoenebe asserted. 


= Everett Woodard, copy chief of 
Aitkin-Kynett, observed that 
“knowledge of past advertising is 
valuable, even indispensable. But 
it should not be the sole approach,” 
with the exclusion of originality 
and experimentation. 

James Sellers, N. W. Ayer & Son, 
emphasized that the “offer” or the 
central idea comes first, and the 
technique of presenting it is sec- 
ond. And it is the offer that “may 
help you decide whether the tech- 
nique should be a time-proved or 
a brand-new one.” 


= Francis Gowen, Lewis & Gilman, 
concluded that “the more technical 
an ad is, the more important it is to 
study past ad performance. Many 
ideas for copy, and even layout, 
are suggested by the client because 
of his superior knowledge of the 
technical subject matter in some 
industrial advertising. In any case, 
a careful study of the company’s 
past advertising and marketing ef- 
forts is certainly essential,” he 


Co., Cleveland, 


said, # 
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The Editorial Viewpoint .. . 


A Break in the Forward March 


While all the figures won’t be collected for a couple of months, 
it seems clear now that the advertising business as a whole will wind 
up 1958 off a modest amount—perhaps two or three percentage points 
—from 1957, a record year. 

This will be the first year since the end of World War II in which 
total advertising volume has not exceeded the previous year and set a 
new record. 

Although some phases of the advertising business have been hit 
rather substantially this year, it is still amazing that promotional vol- 
ume has held up so well, and it is encouraging that, almost without 
exception, advertisers, agencies and media all look forward to resum- 
ing the record-breaking pace of recent years in 1959. 

Barring some major catastrophe, there can be no doubt that total 
advertising volume will continue upward for many years to come, not 
only in tune with the growth of the economy as a whole, but at a more 
accelerated rate. It will take more advertising to create the wants and 
desires which the economy will need to keep moving upward. 

So volume of advertising is almost certain to continue moving up. 
But therein lies the great challenge to advertising people. Because 
as volume moves upward, effectiveness is likely to move downward, 
unless more purposeful, more attractive and more compelling adver- 
tising is produced. The bigger the crowd, the harder it is for anyone 
or anything to stand out. And the crowd of advertising clamoring for 
attention promises to get bigger year by year. 


Why Not The Mayers Co.? 


Henry Mayers, Los Angeles advertising agency founder, has demon- 
strated any number of times that he does his own thinking, and is no 
blind devotee of conventionalism. 

Not too long ago, Mr. Mayers spent a fair amount of his own money 
to run advertising urging other admen to get behind the activities of 
the U.S. Information Agency. Not too long ago, also, he un-merged The 
Mayers Co. from Cunningham & Walsh, with which he had entered a 
trial marriage a year or so earlier. 

Now Mr. Mayers has again taken a somewhat unconventional step. 
He has arranged for each of four executives of The Mayers Co. to ac- 
quire 20% of the agency’s stock, while he retains the remaining 20% 
and the presidency of the agency. But on Jan. 1 his name will disap- 
pear from the agency he founded 30 years ago, and a new name— 
Davis, Johnson, Andersen & Colombatto Inc.—will appear on the door. 

Asked why his name is disappearing from the agency door, Mr. 
Mayers said he thought “four names are all the company can stand,” 
and added that his name will become less and less important as time 
goes on and he becomes less active, while the four younger men take 
over more and more of the operation. In a letter to clients announcing 
the change, Mr. Mayers said: “My four associates have been largely 
responsible for day-to-day service of all local clients. Transference 
of major ownership to them is in line with what I believe to be the 
soundest policy for an agency of our size. It places all agency manage- 
ment decisions in the hands of the same men to whom our clients look 
for guidance and service.” 

We applaud Mr. Mayers’ decision—except for one thing. We wish 
he had left the agency’s name alone. Not only is The Mayers Co. a lot 
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Glad; the beautiful receptionist 


“The trouble with this place is that all the rumors you hear about 


it are true.” 


easier to say and remember than Davis, Johnson, Andersen & Colom- 
batto, but we are convinced that the move toward changing an agency 
name every time one of the principals changes has been carried too 
far. One of the things advertising agencies need greatly is more evi- 
dence of permanence and stability, and one of the minor but not un- 
important ways to help achieve such a state of affairs is to maintain 


Rough Proofs 


Advertising Age 


Trade Mark Registered . THE NATIONAL NEWSPAPER OF MARKETING 
Issued every Monday by Advertising Publications, Inc. G. D. CRAIN JR., 
president and publisher. 8. R. BERNSTEIN, 0. L. BRUNS, J. C. GAFFORD, 
G. D. LEWIS, vice-presidents. C. B. GROOMES, treasurer. 

Published at 200 E. Illinois St., Chicago 11 (DE 7-5200). Offices at 480 Lexington 
Ave., New York 17 (YUkon 6-5050); National Press Bldg., Washington 4, D. C. 
(RE 17-7689); 1709 W. 8th St., Los Angeles 17 (HU 3-0561); 703 Market St., San 
Francisco 3 (DO 2-4994); 520 S. W. Sixth Ave., Portland 4, Ore. (CA 6-2561). 
Member Audit Bureau of Circulations, Associated Business Publications, Mag- 
azine Publishers Association, National Business Publications. 


EDITORIAL 
S. R. Bernstein, editorial director. John Crichton, editor. Jariath J. Graham, 
managing editor. Den Morris, assistant managing editor. 
Senior editors: Washington—-Stanley E. Cohen. New York—James V. O’Gara (in 
charge), Maurine Christopher (broadcast), Milten Moskowitz (international). 
Chicago—Emily C. Hall (features), Murray E. Crain, Merle Kingman. 
Associates: New York—Charles Downes, Lawrence Bernard, Phyllis Johnson, 
Denis Higgins. Chicago—Albert Stephanides, Shirley Uliman, Emmett Curme, 
John 8. Lynch, Betty Cochran, Lawrence E. Doherty. 
F. J. Fanning, editorial production. Elizabeth G. Carlson, librarian. Correspond- 
ents in all principal cities. 


ADVERTISING 

Jack C. Gafford, advertising director. Gorden D. Lewis, manager sales and 
service; William Hanus, assistant manager; R. W. Kraft, production manager. 
New York: Harry Hoole, eastern advertising manager; John P. Candia, David 
J. Cleary Jr., Louis DeMarco, Daniel J. Long, Alfred 8. Reed, Alfred Malecki, 
B. Richard Weston. Chicago: E. 8. Mansfield, Arthur E. Mertz, Rod H. Minchin, 
David J. Bailey, Jack Barnett. Los Angeles: (Simpson-Reilly Ltd.). Walter 8. 
Reilly, James March, Rey Margrave. San Francisco: (Simpson-Reilly Ltd.) 
Wayne Stoops. Portland: (Frank J. McHugh Co.) Frank J. McHugh Jr. Seat- 
tle: (Frank J. McHugh Co.) Thomas A. Knowles. 


25 cents a copy, $3 a year, $5 two years, $6 three years in U. S., Canada and 
Pan America. Elsewhere $4 a year extra. Four weeks’ notice required for 
change of address. Myron A. Hartenfeld, circulation director. 


continuity of company names. 


To change the company name every time one of the principals 
changes leads—in the advertising agency business at least—to contin- 
ual changes in company names, with the result that it is difficult to 
remember many of them, and the general impression created is that 
few agencies are more than six months old, and few stay in business 
without some sort of major upheaval every year or so. 


The big agencies have generally 


even when those founders have retired, died, or moved elsewhere in 
the advertising business, and it is these companies which have con- 


tributed whatever aura of stability 
business. 


When new agencies are set up—or when the policies of existing 
agencies change sharply—then new names may be called for on the 
office door. But otherwise we’d like to see more thought given to 
maintaining the names that are familiar and recognizable. 


What They're Saying 


All for One | 


I want to urge each of you to| 
look at the broad picture of gov- 
ernmental influence over all phas- 
es of advertising, including broad- 
casting. How many of you over the 
past few weeks have written to 
anyone in Washington to register 
your opposition to the proposed | 
regulations on the outdoor adver- 
tising industry in relation to the 
new federal highway program? 

As you know, the magazine peo- 
ple have registered their position 
which is opposed to this govern- 
mental regulation. Many newspa- 
pers have similarly registered their 
views. 

I feel that anytiiing that hurts 
the advertising business hurts you, 
and my sole purpose in raising the 
question is to encourage you to be 
active in the pres«rvation of our 
advertising and marketing free- 
doms. 

—Jerome R. Fen -er, vp, Cunning- 
ham & Walsh, Nev York, in a talk 


before the Nation | Assn. of Broad- 
casters in Boston. 


Three Cups a Day 

The president «f a large firm 
unexpectedly walked into one of 
the company offices recently and 
found, although it was shortly after 
10 a.m., the place empty except for 
one stenographer. The staff happi- 
ly wandered in a few minutes lat- 
er—a few of the 28,000,000 Ameri- 


mains the more popular of the two 
| usual periods—51% of the breakers 


|ognizes they exist and enables them 


kept the names of their founders, 


there is in the advertising agency 


# 


custom, the coffee break. 
The morning coffee break re- 


participate in the morning session. 
Sixteen per cent go for an after- 
noon cup, and 39% sip on both 
occasions. This activity adds up to 
about three cups a day—a cup and 
one-half on an average, morning 
and afternoon. 


—Cynthia Lowry, 
Newsfeatures. 


Associated Press 


Run a New Ad 
Identity is what your involving 
advertising gives to people. It rec- 


to converse with you. That’s why 
it’s better if you don’t run the same 
ad twice. No matter what reader- 
ship studies say. Having said some- 
thing as interestingly as you can, 
you can then expect the other par- 
ty to make a response. So the next 
time, run a new ad; develop the 
dialog. It makes the conversation 
much more interesting. And re- 
warding. 

—Howard Gossage, Weiner & Gossage, 


San Francisco, speaking to the Kan- 
sas City Round Table. 


Thinkers Aren't Vulnerable 
People who think for themselves 
aren’t vulnerable to snob-appeal 
commercials addressed to “people 
who think for themselves.” 
—Editorial page comment in the Post, 


Top agency executives are re- 
writing Hamlet and paraphrasing 
the soliloquy as they murmur ab- 
stractedly, “To merge or not to 
merge, that is the question.” 


VanSant, Dugdale beat the reces- 
sion by calling on a lot of prospects 
and asking for their business. 
Some of them said yes. 


“Men will still be wearing 1958 
suits,” was Leo Burnett’s 1987 
prognostication for the time cap- 
sule placed in Look’s new building. 
And in 1987 the men’s wear in- 
dustry will still be trying to intro- 
duce a little obsolescence into the 
style picture. 


Red 32, employed by the Florida 
citrus industry to give its products 
the expected color, may have to be 
given up. 

Consumers will be wondering 
where the yellow went. 


The meaning of jeweled watches 
hasn’t been clearly understood by 
the public, the researchers have 
found. Most people thought they 
were the kind of timepiece you had 
to buy from the jeweler. 


‘After delivering daily Ford com- 
mercials for several weeks during 
the introductory season, Arthur 
Godfrey reversed his field and de- 
clared in a free plug on his radio 
show that the 1959 Chevrolet is the 
world’s finest automobile, bar none. 


Joseph Kolodny, who represents 
the tobacco distributors, refers bit- 
terly to the “unconscionable vilifi- 
cation” cigarets have been sub- 
jected to. 

The net result has been more fil- 
ters, more advertising and more 
sales. 


The American Heritage Founda- 
tion has given awards to the chair- 
men of the national committees of 
both political parties for “cour- 
ageous leadership” in supporting 
the “Give a Buck” campaign. 

Usually it doesn’t take much 
courage for a politician to accept a 
campaign contribution. 


Kenneth L. Skillin, of Armour & 
Co., says, “I think it is silly to pay 
national ~ates for advertising when 
you can get cheaper rates.” 

Any debate? 


It is to be hoped that the Harvard 
Crimson staffers who distributed 
10,000 copies of their paper to 
newspaperless readers in New 
York enjoyed their weekend in the 
big city. 


George Abrams, of Revlon, who 
wants an audit bureau for televi- 
sion, complains it’s too bad “the 
seeker of truth is harpooned, lam- 
pooned and editorialized against.” 

Philosophers from Socrates to 
the present will agree. 


cans who had enjoyed a workaday 


Bridgeport, Conn. 


Copy Cus. 
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St. Louis looks to the 


GLOBE-DEMOCRAT 
for Leadership 


NEWS-EDITORIAL LEADERSHIP 


In just three years since the new manage- 
ment came to The Globe, a lot has hap- 
pened! For one thing, The Globe has made 
a powerful new IMPACT on St. Louis... 
based on the idea that responsibility for 
community leadership is just as important 
as sound reporting of national and inter- 
national affairs! This concept culminated 
in The Globe-Democrat winning the coveted 
Inland Daily Press Award for outstanding 
community service for 1958, which included 
leadership in more than 20 major cam- 
paigns, among them a free bridge across 
the Mississippi, substantial traffic reforms, 
passage of a constitutional amendment for 
the state to draw interest on idle state 
funds, raising of $102,000 for the purchase 
of a heart-lung machine, a campaign re- 
sulting in substantially improved air line 
service, and a series on the problems of the 


TOTAL DAILY CIRCULATION 


1955 1958 
MARCH SEPT 


450 


400 POST 


P GLOBE 


railroads which aroused national concern 
over their plight. For these and many other 
crusades, The Globe-Democrat is known as 
THE paper fighting FOR St. Louis. 


CIRCULATION GAINS 


The Globe's powerful new News-Editorial 
impact has caught the public eye... and 
circulation gains show it! For example, last 
year The Globe-Democrat gained more new 
readers than any other ‘“‘unmerged”’ paper 
in the country. And over the past three 
years Globe circulation has gone up by over 
44,000, while Post-Dispatch circulation de- 
creased over 17,000 (ABC)! These big circu- 
lation gains have occurred throughout the 
entire St. Louis market—not just inside 
St. Louis itself. For example, The Globe 
now is circulation leader in 63 of the 82 
biggest urban communities just outside the 
metropolitan area—including the 17 largest! 


GLOBE 


ADVERTISING 
TREND 
1956-1957 


19686 (Ist 10 months) 


ADVERTISING GAINS 


National and local advertisers have been 
quick to notice what The Globe's new im- 
pact adds up to. For example, last year The 
Globe gained more new advertising linage 
than any other paper in the country’s 30 
biggest markets—in virtually all categories 
of advertising! From January 1, 1956, 
through October 31, 1958, Globe linage has 
increased 2,646,855 lines . .. and during this 
same period the Post-Dispatch has shown 
a loss of 1,583,688 lines (Media Records). In 
just three years of hard-hitting effort, the 
Post's original lead over The Globe- 
Democrat has been whittled to almost half! 


What does The Globe’s new IMPACT add 
up to...in terms of READER-BUYERS? 
More people are reading The Globe than 
ever before; more advertisers are using it 
than ever before; St. Louisans now look to 
The Globe-Democrat for leadership .. . and 
get it! 


Represented nationally by Moloney, Regan and Schmitt 


|.Sonis Clove-Democrat. 
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Nets Shuffle | 


| 


Daytime Shows — 


| 


New Yorn, Dec. 18—The al-| 
ready brisk competition in day- 
time tv may get even brisker as| 
the networks begin shifting their | 
players around. 

Two shows in ABC-TV’s origi-| 
nal Operation Daybreak lineup) 
have been dropped. “Musical! 
Bingo” has come in to replace the| 
match-making series, “Chance for| 
Romance,” and “Mother’s Day” will 
fade soon to make way for “Play 
Your Hunch.” 

The latter program is leaving 
CBS-TV in the wake of schedule 
revisions there. Arthur Godfrey is| 
switching to an earlier time peri-| 
od, and “I Love Lucy,” the peren- 
nial re-run favorite, will come in 
as a daytime strip starting Jan. 5 
in the 11 a.m., EST, spot. 


MUNICIPAL 
MARKET 


These mayors and city managers, 7,500 strong 
from coast to coast, are heavy spenders in the 
municipal market. Your sales message in their 
quarterly magazine can help them make better 
investments of public funds. Give them your 
facts and figures! 


This monthly textbook on law enforcement com- 
mands the respect and attention of more police 
chiets and executives everywhere. its focused 
issues can spotiight your products and services 
for this field and help you make volume sales 
Five year success record. 11,325 audited 


tad 
MAYOR and MANAGER 
LAW and ORDER 


12 West 45th Street + New York 38, N.Y. 


At NBC-TV, where the give-| 
aways still take up most of the 
daylight hours, a soap opera called 


|“Today Is Ours” gradually will be 


transformed into “Young Dr. Ma- 
lone”; the young doctor will be in- 
troduced into the old show and 
eventually will take over center] 
stage. 


® The round of nighttime shifts 
continues. “Keep Talking” (Loril- 
lard and Lever) will go off the air 
early in January. This Columbia 
nighttime period will be filled by 
a returning private eye called 
Richard Diamond. On Jan. 10, Le- 
ver Bros. takes over alternate 
weeks on the “Gale Storm Show.” 

Specials are making news for 
NBC-TV. The much lauded Fred 
Astaire program will be repeated 
Jan. 28 at 10 p. m., EST. Chrysler 
Corp. repeats as sponsor for the 
presentation of this taped version 
of the show. 

This network is in the process 
of putting “The Moon & Six- 
pence” on tape. The 90-minute 
special, which will be highlighted 
by the American tv debut of Lau- 
rence Olivier, will hit the air- 
waves after the network has 
found a sponsor. 

ABC-TV has sold Bing Crosby’s 
Jan. 18 golf tournament to Olds- 
mobile. Viewers will get to see an 
hour and a half of the finals of 
this West Coast charity event, 
which will be staged at Pebble 
Beach. # 


Millions See Ad Council Film 
More than 4,750,000 persons saw 


SALE—OR GiRL—RCA Victor albums 

of the music from “South Pacific” 

are featured in this “sailor girl” 

display stand produced by Hinde 
& Dauch, Sandusky, O. 


Van Brunt Adds 
Media Promotion 


an Advertising Council “anti-re- 
cession” commercial on the na-| 
tion’s theater screens during the 
summer, according to Theatre- 
Screen Advertising Bureau. Prints | 
of the film, “Confidence in a 
Growing America,” were distrib- 
uted with regular commercials to 
1,055 conventional theaters and 323 
drive-ins. The films were shown 
for one week in each theater. 


Berkol Gets Ad Post 

Roland J. Berkol has been named 
advertising and public relations 
manager of the Jones & Laughlin 
stainless and strip division, Detroit. 
He has been with the division since 
1954. 


Greenhaw & Rush Adds Two 
Greenhaw & Rush, Memphis, has 
been named to handle advertising 
for Shepard Elevator Co., Cincin- 
nati, and Welsh Plywood Corp., 
Memphis. 


REVERE PHOTO 


SPREADING THE NEWS 


i§ SINCE 1922 


WaAbash 2-8816 
712 FEDERAL STREET * CHICAGO 5, ILLINOIS 
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Agency on Jan. 1 


New York, Dec. 16—Media Pro- 
motion Organization Inc., which 
has been operating for the past ten 
years as a specialized advertising 
and promotion agency for media, 
will become a division of Van 
Brunt & Co. Jan. 1. The latter was 
organized as a general advertising 
agency last January by Albert Van 
Brunt, former vp and member of 
the executive plans board of Bu- 
chanan & Co. (AA, Dec. 23, ’57). 

MPO has been operated by Ed- 
win Van Brunt, who is also exec 
vp and creative director of Van 
Brunt & Co. He will continue as 


president of the MPO division of | 


Van Brunt & Co. 

Since it was established in Jan- 
uary, 1948, MPO has acted as an 
advertising agency for some of its 
clients, and as a sales promotion 
counsel for others. It has also han- 
dled research, presentation, films 


| and direct mail. Its clients have 


included business publications and 
consumer magazines. 


s “The MPO division,” Edwin Van 
Brunt said, “will continue to spe- 
cialize in media promotion—to 
plan, create and produce advertis- 
ing designed to sell advertising. 
But with the increasing impor- 
tance of creative marketing in gen- 
eral consumer and industrial ad- 
vertising,” he says, “it was felt to 
be logical for MPO to put its 
knowledge of media and industries 
to work for other accounts. 

“One example of this,” he says, 
“is Van Brunt & Cos international 
connections. The agency is the U.S. 
member of Europesn Advertising 
Network, a cooperating group of 


/16 agencies in Europe with addi- 


tional connections :oon to be es- 
tablished in Japan and Latin 
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|  Jnformation for Advertisers 


KLAC, Los Angeles, is now dis- 
itributing “Profile of the Southern 
| California Buying Market,” a sur- 
lvey of adults, made by John B. 
Knight Co. The survey was made 
to establish a profile of “buying- 
|age-only” families with respect to 
iradio program preferences, radio 
ownership and use while driving 
and the effect of non-buying teen- 
agers upon present telephone rat- 
ing systems. Accredited advertising 
agencies will be sent copies of the 
|survey upon request. 


je A. C. Nielsen Co. has issued 
“Planning Your Marketing Opera- 
tions for 1959 . . . and the Years 
| Ahead,” a booklet adapted from a 
talk given by J. O. Peckham, Niel- 
sen vp, to the 50th annual meeting 
of the Grocery Manufacturers of 
America. The material covers 
trends of U.S. grocery store sales 
as related to various gain and loss 
factors in the competitive brand 
situation. These trends are affected 
in part by the growing number of 
larger stores where sales of hun- 
dreds of private brands have been 
taking hold more heavily during 
recent years. However, consumers 
still buy more of the relatively few 
major advertised brands by a ra- 
tio of three to one over the minor 
brands. Copies are available free 
on request to J. O. Peckham, A. C. 
Nielsen Co., 2101 Howard St., 
Chicago 45. 


e Two new Minnesota surveys 
have recently been released by the 
Minneapolis Star & Tribune: The 
annual Minnesota “Homemaker 
Survey No. 11” of products on hand 


and in use in Minnesota and Hen- 
nepin county (Minneapolis) homes 
and the “Mr. Minnesota Survey” of 
more than 1,000,000 Minnesota 
adult men. Inquiries stating spe- 
cific product interest should be 
addressed to William A. Cording- 
ley, national advertising manager, 
Minneapolis Star & Tribune, Min- 
neapolis 15. 


e A 1958-59 “Survey & Directory” 
of the meat packing industry in 
the 11 far western states and Ha- 
waii has been published by Span 
Publishing Co., Keystone Bldg., 
Mill Valley, Cal., publisher of 
Western Meat Industry. The new 
directory lists 1,500 meat packers 
and processors in the West by 
state, company name and address 
and type of operation. The survey 
includes statistics on western live- 
stock slaughter and meat produc- 
tion trends. First published as a 
special section of the November, 
1958, issue of Western Meat Indus- 
try, copies of the 24-page survey 
and directory are available sepa- 
rately at $2. 


e The second in a series of studies 
surveying the nationwide apparel 
buying habits of college students 
has been released by Playboy. 
Reporting the results of a coast-to- 
coast poll, conducted by the maga- 
zine’s college bureau, of the lead- 
ing stores catering to the campus 
trade, it covers “Suits, Slacks and 
Sportcoats Sales to College Men.” 
Copies of this report may be re- 
ceived by writing to Playboy Col- 
lege Bureau, 232 E. Ohio St., Chi- 
cago 11. + 


America. International advertising 
sales offer a new growth oppor- | 
tunity for American publishers, 
and we are in a position right now | 
to give our clients advertising help | 
in overseas markets.” 

The two companies have been| 
|sharing quarters at 230 Park eve.| 
| since the establishment of the gen- 
eral agency early this year. + 


Noble-Dury Promotes Jacobs 

Richard H. Jacobs has been pro- 
moted to manager of the Memphis 
office of Noble-Dury & Associates, 
Nashville agency. He _ succeeds 
James R. Steward, who has re- 
signed to manage his own motel in 
Bowling Green, Va. Leslie A. 
Smith, formerly a sales representa- 
tive of Rodney Baber & Co., Mem- 
phis, has been named assistant ac- 
count executive in the Memphis of- 
fice. 


| 


} 


Morgan-Jones Appoints BBDO 
Morgan-Jones, New York, man- 
ufacturer of bedspreads, dish 
towels and piece goods, has ap- 
pointed Batten, Barton, Durstine & 
Osborn, New York, to handle its 
advertising. The account bills in 
the neighborhood of $200,000. 
Arndt, Preston, Chapin, Lamb & 
Keen is the previous agency. 


Two to Sponsor Basketball 


American Tobacco Co. and 
Standard Oil (Indiana) will spon- 


sor 13 Big Ten basketball games 
this winter on about 40 radio and 
tv stations in 11 midwestern states 
lined up by Sports Network Inc., 
New York. The games will be 
played every Saturday afternoon 
from Dec. 13 through March 7. 


Gourfain-Loeff Adds Clarin 

Gourfain-Loeff, Chicago, has 
been appointed to handle advertis- 
ing and public relations for Clarin 
Mfg. Co., manufacturer of steel 
folding chairs. School, church, 
other institutional publications and 
business magazines will be used 
in a 1959 campaign. 


Stanfield, Johnson Boosts 4 

Stanfield, Johnson & Hill, Mon- 
treal, has promoted four of its ex- 
ecutives to vps. They are Alan 
Slayton, creative director; R. H. 
Geary and R. W. Matthews, senior 
account supervisors, and Paul 
Schlachter, production services co- 
ordinator. 


Serta to Guerin, Johnstone 

Serta of Los Angeles, division of 
Superior Bedding Co., has named 
Guerin, Johnstone, Jeffries, Los 
Angeles, to handle Southern Cali- 
fornia advertising in all media. 
Tatham-Laird handles national 
advertising for Serta Associates 
Inc., Chicago. 


Niel Joins SoundScriber 

Eugene J. Niel, formerly copy- 
contact director of American Opti- 
cal Co., has joined SoundScriber 
Corp., New Haven, Conn., as ad- 
vertising manager. Mr. Niel will 
also be responsible for Sound- 
Scriber sales promotion, publicity 
and public relations. 


Maurice Mullay Gains One 

Hydraulic Press Mfg. Co., Mt. 
Gilead, O., a division of Koehring 
Co., Milwaukee, has appointed 
Maurice Mullay Inc., Columbus, O., 
to handle its advertising. The ac- 
count was previously handled by 
Jay H. Maish Co., Marion, O. 
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THIS IS THE NEW CHICAGO—WHERE GREAT THINGS ARE HAPPENING! 


This is the new and the exciting—rooted in the strong tradition of experience and know-how. This is the new 
lighting system making Christmas brighter than ever on Chicago’s State Street-—where great things have been 


happening for nearly a century. 


Ninety years before the concept of the planned shopping center was born, Marshall Field | and Potter Palmer 


eck. 


iy eat Mia Bb Ceara ego 
5 ita riige wa 


moved Chicago’s scattered shopping areas into a single, planned, integrated shopping center. State Street was 


far ahead of its time, forward-looking, aggressive. It still is. 


; State Street demonstrates the Chicago pattern. So does the Chicago Sun-Times. Here too, the new and the excit- 
ing are firmly rooted in the tradition of a city long famous for its journalistic genius. Newspapering in Chicago 


has always been a bold undertaking. It has to be just to survive. The Sun-Times, entering this challenging arena 


‘ 
F 


only 10 years ago, has found the courage and the means to build to dominance in it. 


As Christmas comes State Street’s great stores bulge with customers who thrill to colorful merchandise and deco- 
rations. The pages of the Sun-Times bulge too with their advertising stories and institutional color. Even our new 
plant and press facilities are being tested to the limit of capacity. But, we like it that way, and apparently, so 


does Chicago—and the Midwest. 


THIS IS THE NEW SUN-TIMES—WHERE GREAT THINGS ARE HAPPENING! 
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Cereal Institute, ADA 

Set Spring. Breaktast Weeks 
The Cereal Institute and the 

American Dairy Assn., both Chi- 

cago, have set April as Cereal and 

Milk Spring Festival month with 

a “Peak-Up” week, April 5-11, 


and a National Better Breakfast | 


Month in September with the 


peak the week of Sept. 6-12. This| 


will be the sixth year for the 
spring festival, the ninth for the 
breakfast promotion. The Cereal 
Institute handles the educational 


and professional promotions; ADA| 


handles the consumer push. 


Small Business Surveys Set 


A new market research service 


|store men’s clothing chain saci) 


ttailored for small businesses has 
been launched by Mid-Continent 
Surveys, Minneapolis. The service 
includes consultation to determine 
marketing problems and recom- 
mendation of courses of action. In 
many cases, small companies) 
which have professional guidance 
can use their own facilities or 
available statistics to solve mar- 


-ush 

-s 3,000 

> Says 

. 16—Better 
said its 1958 


n last fall re- 
sold and more 


Idea Home 
‘Gave Build 
Leads, ‘BHé 


Des MOINEs, 
Homes & Garde 
Idea Home prom« 
sulted in 440 hom 


keting problems, Mid-Continent | than 3,000 leads f builders. 

said. More than 1,50 ‘00 people vis- 
ited 112 Idea H es throughout 

Shirt Co. Buys Store Chain the U. S. and Ca ida during the 


promotion. The ni gazine said 98 
builders were con:racted to erect 
|any or all of six model homes se- 
|lected by BH&G and presented in 
its September issue 

The promotion is designed to aid 


Phillips-Van Heusen Corp., New | 
York, has purchased controlling 
interest in Kennedy’s Inc., a 15- 


quartered in Boston. 


builders, building ppliers, man- 
ufacturers and home furnishers. 
|Names of builders and suppliers 
| were listed in the September issue 
jot BH&G. Promotional aids for lo- 
cal advertising were also supplied 
by the magazine. 

Better Homes & Gardens said an 
estimated $435,000 was spent by 
cooperating companies on local ad-| 
vertising for the idea Homes this 
year. 


dent of Facit, Inc. As a 


at 


Telephone 21 97 86. 


Described by a countryman as a man “who evi- 
dently knows the difficult art of associating with 
Americans”, Erik A. Ohlsson is a cultivated, cos- 
mopolitan, aggressive marketing man. January 1, 
he becomes the European Representative of 
Anderson & Cairns upon his retirement as Presi- 


ant, operating out of Stockholm, Erik will advise 
European advertisers on the ways and means of 
the American market which he came to know well 
in eight years as head of Sweden’s Facit Calculator 
organization in the United States, a market which 
he regards as “murderous but fascinating”. Master 
of six languages, internationally-traveled, Erik will 
represent A &C in the servicing of clients whose 20- 
odd products originate in ten European countries. 

Erik A. Ohlsson reflects the prevailing respect 
among Continental exporters for good taste with 
impact in advertising, what we at A&C call, “The 
Quality Image That Sells”. If you'd like to get 
your full share of American purchasing power, put 
in a call to Jack Cairns at MUrray Hill 8-5800 or 
next time you are abroad call Erik A. Ohlsson, 
European Representative of Anderson & Cairns, 
Engelbrektsgatan in Stockholm, Sweden— 


® Plans for the 1959 promotion 
will be released by the magazine 
Jan. 18 at a dinner preceding the 
| National Assn. of Home Builders 
convention in Chicago. + 


Jackson, Haerr Adds Accounts 

Jackson, Haerr, Peterson & Hall, 
Peoria, Ill., has been named to 
handle advertising for Georgia 
Farm Bureau Mutual Insurance 
Co., Macon, and the Montana 
division of Wyoming Farm Bureau 
| Mutual Insurance Co., Helena. This 
| brings to 22 the number of indi- 
vidual Farm Bureau insurance 
companies handled by Jackson, 
Haerr, plus the national advertis- 
|ing for the National Farm Bureau 
| Insurance group. The group will 
|have an approximate ad budget 


general business consult- 


of $75,000 in 1959. 


_BBDO Boosts Three 

| John G. Hoagland, W. Donald 
| Mix and Charles Russell have 
| been elected vps of Batten, Barton, 
|Durstine & Osborn. Mr. Hoagland 
lis tv group supervisor for Lever 
|Bros., Bristol-Myers, Minnesota 
|Mining & Mfg. and General Time 
|Corp. accounts. Mr. Mix is a copy 
|group head and member of 
|BBDO’s awards committee. Mr. 


| Russell is director of radio and tv 


130 East 59th Street 


ANDERSON & CAIRNS, INC. 


Advertising of Distinction 
¢ New York 22,N.Y. 


|in the agency’s San Francisco 
office. 


_Besly Names Waldie & Briggs 
Besly-Welles Corp., South Be- 
loit, Ill., has moved advertising of 
|its machine tools and abrasives 
from Stoetzel & Associates, Chi- 
|cago, to Waldie & Briggs. The 
account reportedly bills in the 
neighborhood of $100,000. 


MAGAZINE 


NEW YORK 16 
386 Fourth Avenue 


your key to a 


BIG AUTO 
MARKET 


93.9% of all ELKS Magazine 

households own one or more 
automobiles. 29.2% bought new cars 
in the last 12 months. These percentages 
are exceeded by only 2 of the 55 magazines 
in the latest Starch Consumer Magazine Report. 
A high percentage of car ownership .. . a high 
median income of $6,798 . . . these make 1,230,998 Elks 

a leading mass market for auto sales. 


You can best sell this key auto market by advertising 
autos and automotive products in The ELKS Magazine. 


More information? Write for a copy of our booklet, 
“The Elks Market” 


ae 


Advertising Age, December 22, 1958 


Getting Personal 


Nick Benton, ad promotion manager of Architectural Forum by 
day, is co-producer of an off-Broadway hit by night. The play is the 
British musical comedy, “Salad Days,” which has been playing to 
capacity audiences at the Barbizon-Plaza Theater in New York. His 
“incurable case of footlight fever” dates back to his participation in 
a kindergarten skit when he was five; his professional status, how- 
ever, dates back only two years ago when he formed a producing 
team with Stan Flink, ex-Life staffer who most recently was assvu- 
ciate producer of NBC-TV’s “Wonderful Town.” Another Flink en- 
terprise is a book-in-the-works on the tv industry, due to be pub- 
lished by Simon & Schuster next spring. . . 


THE CHAMP—Marion Harper Jr. (the hatless gent in the center), head 

of McCann-Erickson, poses with fellow livestock breeders and his 

Aberdeen Angus bull, Dor-Mac’s Bardolieremere 100, which was 

acclaimed the International Grand Champion at the International 

Livestock Show in Chicago. The bull was bred on Mr. Harper’s Sug- 
arloaf Farms in Staunton, Va. 


Murray Thomas, media director of Anderson & Cairns, finds he is 
being solicited not only by media representatives but football talent 
scouts, as well, these days. His son, Jim, a senior at Stepinac High 
School, is being acclaimed as “one of the best backs in Westchester 
schoolboy history.” So far, 15 colleges, including West Point and 
Annapolis, have made overtures. . . 

Charlie Lord, ad director of the Indianapolis Star & News, and 
prexy of the Newspaper Advertising Executives Assn., is at home 
recovering from a major heart operation. . . Tom Hughes, retiring 
after 13 years as Minneapolis salesman for Parade, was feted Dec. 4 
at a cocktail gala at the Minneapolis Athletic Club... 

You think you had trouble (first in a series of ulcerating expe- 
riences) ... Dictaphone Co., upset at editorial comments in Fortune 
about its dictating machine, called in that mag’s spaceman and 
pointedly invited him to test the machine. Facing a glowering group 
of clients, the spaceman dictated: “A letter to Mr. Henry Luce, Time- 
Life, Rockefeller Center, New York. Dear Mr. Luce—For Pete’s sake, 
get over here in a hurry and put this fire out.” That broke up the 
clients and everything turned out okay... 


HONORED—Leonard H. Goldenson (left), president of ABC-Para- 

mount Theaters, presents a plaque to Lewis Gruber, head of P. Lor- 

illard Co., honor guest at the annual ad dinner of the Federation of 

Jewish Philanthropies in New York. The second plaque was accept- 

ed by Lee H. Bristol Jr. (second from right), in place of his father, 

head of Bristol-Myers Co., who was ill. Harry B. Cohen, of Cohen & 
Aleshire, right, was chairman of the event. 


Grey Advertising, 47 strong, held its annual agency retreat in At- 
lantic City this month, going to the seashore via (what else?) Grey- 
hound bus (client). . . For a year now, Carlo Vittorini, Saturday 
Evening Post salesman, has been kidding his wife Alice about the 
booby prize (a Polaroid Land camera) she won on “The Price Is 
Right.” The evening of Dec. 9, however, when Carlo made his tv 
debut on “To Tell the Truth,” his booty was but $50—considerably 
less than the cost of a Polaroid, as Alice was quick to point out. “I 
keep pretty quiet around the house these days,” he admits. . . Michael 
J. Foster, vp of press information at ABC, was married Dec. 5 to 
Barbara Marcus ...Thomas D’Arcy Brophy, former head of K&E, 
is the new head of the advisory council of the Syracuse University 
school of journalism... 
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The Washington Post and Times Herald 


now has 435,225 Sunday circulation 
and 390,104 daily circulation. 
This is 50% more circulation 
daily and Sunday 


than any other Washington paper. 


Represented By: Sawyer, Ferguson, Walker Co.—Rew York, Chicago, Detroit, Atlanta, Philadelphia, San Francisco, Los Angeles; Joshua B. Powers, 
Ltd.—London, England; Senor G. Enriquez Simoni—Mexico City, Mexico; Allin Associates—Toronto and Montreal, Canada; The Hal Winter Co., Florida Hotel 
and Resort adv. rep.—Miami Beach, Florida; Tom McGill, New England Hotel and Resort adv. rep. West Roxbury, Massachusetts; Lou Robbins, New York 
and New Jersey Hotel and Resort adv. rep.—1265 Broadway, N.Y., N.Y.; Puck, The Comic Weekly, 
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Westside Los A : +7 + 6 Chicago, will get out of the drive-, fifth of the subsidiary’s total vol- ie 
Department Store Sales eee Secramente r2 +e it-yourself daily car rental busi-| ume. : 
. . on nde 4. +2  —41)mess but will continue to lease cars | 
Sales Climb 3% In Dec 13 Week | San Francisco ( 0 -1/and trucks on a long-term basis. Allied Chemical Boosts White 
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year to date there was no change. 


s Of the 12 FRB districts, two—| 
Richmond and Chicago—reported | 
no change for the week compared 
with last year; the remaining dis- | 
tricts reported gains as follows: | 
Boston, 6%; New York, 5%; Phil-| 
adelphia, 3%; Cleveland, 1%; At- 
lanta, 1%; St. Louis, 2%; Minneap- 
olis, 2%; Kansas City, 4%; Dallas, | 
2%, and San Francisco, 2%. 
Detailed breakdown of these fig- 
ures are not available until later. 
For the prior two weeks, sales 
figures were as follows: 
% Change from °57 
Week Ending 
Federal Reserve ° Dec. 
District, Area, and City 
UNITED STATES .................... 


Boston District ....................... 
Metropolitan Areas 
Boston 


Downtown Boston 
Suburban Boston 
Cambridge 


ps) ae 
New Yerk District ............... 
Metropolitan Areas 
Buffalo Ck ae 
New York-N.E. 
New Jersey ....... , 


Philadelphia District 
Metropolitan Areas 
Wilmington 


Philadelphia 
Reading 
Scranton mineriaeienmenreetarene 
Wilkes-Barre—Hazleton .. 
Cleveland District 
Metropolitan Areas 
Akron 
Canton 
Cincinnati ... 
CHV ENA ove ocecceccceeeeeee en 
Downtown Cleveland .... 
Columbus denivesinatateecebanian 
Springfield ........... enopepainnias 
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I se 
Downtown Pittsburgh .. 
Wheeling-Steubenville 
Richmond District ................ 
Metropolitan Areas 
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Downtown Washington .. 


Richmond 
Atlanta District 
Metropolitan Areas 
Birmingham 
Mobile 
Jacksonville .. 
Miami 
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Metropolitan Areas 
Chicago 
Indianapolis 
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Minneapolis District 
Metropolitan Areas 
Mpls.-St. Paul 
Mpls. and Suburbs ... 
St. Paul 
Cities 
Duluth-Superior 
Kansas City District 
Metropolitan Areas 
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Kansas City ... 
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Albuquerque ... 
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Cohen Drops ‘SEP’ Suit 

Mickey Cohen, subject of a Sat- 
urday Evening Post series called, 
“Mickey Cohen: The Private Life 
of a Hood,” has dropped his $1,- 
000,000 libel suit against Curtis 
Publishing Co. and The Saturday 
Evening Post. Mr. Cohen flew back 
to Los Angeles from Philadelphia a 
day before he was to be examined 
by Curtis attorneys. In a statement 
released by his attorneys, Mr. Co- 
hen said the suit was withdrawn 


ment” by law enforcement agen-| 
cies. 
‘Contact’ Appears on Coast 
Contact, “The San Francisco 
Journal of New Writing, Art & 
Ideas,” has been launched as a 
quarterly. William H. Ryan, 751 
Bridgeway, Sausalito, Cal., is the 
publisher. Ad rates are $350 per | 
page. Mr. Ryan says the publica- | 
tion has already achieved a circu- 
lation of 10,000 through sales in| 


circulation of 100,000. 


McCann Elects Two VPs 

Wade Chapman and John M. Ty- 
son Jr. have been elected vps of 
McCann-Erickson, Chicago. Mr. 
Tyson heads the Helene Curtis 
group, and Mr. Chapman is a 
group supervisor on the Swift ac- 
count. 


Pioneer Savings to D&éC 


hue & Coe, Los Angeles, its agen- 
cy, effective Jan. 1. The associa- 
tion operates six offices in the Los} 
Angeles area. The advertising-pro- 
motion budget for 1959 is $200,000. | 


Terney Joins Lando Agency 

John R. Terney Jr. has been ap- | 
| pointed an assistant account man- 
|ager in the Erie, Pa., office of 
‘Lando Advertising Agency. He 
|previously was the advertising 


Pioneer Savings & Loan Assn.|manager of Fostoria Glass Co., 


because of nationwide “harass-| bookstores and expects to have alof Los Angeles has named Dona-' Moundsville, W.Va. 
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Key to 
an exclusive 


franchise 
for 420,000 
women... 


They’re a big market in any media man’s language 
. . . the 420,000 adult women with money in their 
hands and buying on their minds who read The Daily 
Inquirer . . . and “‘pay no heed”’ to the evening paper. 
These 420,000 exclusive readers are only part of 
the 632,000 ladies who read The Daily Inquirer 
...and read it with all-inclusive appetites for all 
the wares in the busy, bustling stores of Delaware 
Valley, U.S.A. 


420,000 exclusive women adults . . . 632,000 adult 
women readers . . . 1,352,000 total audience. 


What a total audience for everything you market! 
What an exclusive audience for everything you 
market to women! What a time for scheduling The 
Inquirer . . . and exercising your exclusive franchise 
.. - for 420,000 women! 


For all the facts, all the figures, send for the extract of "Phila- 
delphia Newspaper Analysis” by Sindlinger & Company, Inc. 
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The Philadelphia Inquirer 


Good Mornings begin with The INQUIRER 
for 1,352,000 adult daily readers 


SAN FRANCISCO 
Fitzpatrick Associates 


155 Montgomery St. 
Garfield 1-7946 


LOS ANGELES 
Fitzpatrick Associates 
3460 Wilshire Boulevard 

Dunkirk 5-3557 


CHICAGO DETROIT 

Edward J. Lynch 

20 N. Wacker Drive 
Andover 3-6270 


NEW YORK 
Robert T. Devlin, Jr. 
342 Madison Ave. 
Murray Hill 2-5838 


Richard I. Krug 
Penobscot Bldg. 
Woodward 5-7260 


Bi pawl at Sis aes pen w , 


19 


Multi-Pack Units 
Outsell Single Food 
Items, Kanter Says 


CuicaGo, Dec. 17—An extensive 
survey by Food Topics has dis- 
closed that selling grocery prod- 
ucts in multi-pack units boosts 
sales and cuts labor costs, Len 
Kanter, editor of the magazine, 
said here last night. 

In a talk to the Merchandising 
Executives Club of Chicago, Mr. 
Kanter pointed out that 54.4% of 
}all canned and bottled food pro- 
j;ducts in the 10 test categories, 
;sold during the 12-week study, 
|/were sold in multi-packs. 45.6% 
|of the total volume of the 10 food 
| products sold was “loose,” he said. 

The tests were conducted for 
six weeks in a Detroit grocery 
chain and for the same length of 
time in a Rockland, Mass., chain, 
he said. The customer was given 
no price incentive for buying 
multi-packs. All of the products 
in the test were nationally adver- 
tised brands and included two 
kinds of peas, two brands of apple 
sauce, two kinds of soup, corn, 
fruit cocktail, carrots and peaches. 


s Advertising and displays proved 
to be important factors in the 
study. Among products, both loose 
and in multi-packs, which were 
both advertised and displayed, 
products sold in multi-packs ac- 
counted for 25% of the total sales 
volume, as compared with 19.3% 
for canned goods sold “loose.” 

Among products displayed only, 
multi-pack units accounted for 
18.3% of the total sales volume 
as compared with 14.4% for 
“loose”’ goods. When the products 
were not advertised or displayed, 
“loose” goods had 11.9% of over- 
all total sales volume, as compared 
with 11.1% for multi-pack units, 
he said. 

Mr. Kanter reported that in a 
survey of 487 women taken out- 
side of the stores, 67% had multi- 
pack units in their shopping bags. 
Of this 67%, 84% expressed a def- 
inite desire for and appreciation 
of multiple packaging. 


= A total of 93% of the women 
who had bought multi-pack units 
| said they did not remember what 
|they had paid for them. Of this 
total, 81% said they thought they 
| had bought the product at a sav- 
|ing, and 43% said they had bought 
|the multi-unit carton with 
| thoughts of immediate use and for 
|pantry storage, Mr. Kanter said. 
| He added that both chains had 
|reported considerable time and 
labor saved in the building of dis- 
plays and pricing of products 
when multi-pack units were in- 
volved, # 


Court Rules Martindell May 
Buy ‘Who's Who’ Control 

The Illinois supreme court has 
ruled that Jackson Martindell, 
president and director of the 
American Institute of Manage- 
ment, has the right to purchase 
|'67% of the stock and debentures 
|of Marquis-Who’s Who Inc., Chi- 
cago, publisher of “Who’s Who 
‘in America” and companion vol- 
umes. The decision reversed a 
‘decision of the first district ap- 
pellate court and affirmed a de- 
|cision of the Cook County circuit 
court. 
| The dispute developed from a 
tind contract between Mr. Mar- 


tindell and the late Wheeler Sam- 
| mons Sr., then owner of the com- 
|pany, involving a $125,000 loan 
|to the company by Mr. Martindell. 
Mr. Martindell contended that 
/under the agreement he had re- 
|eeived an option to buy 67% of 
the stock. Marquis-Who’s Who has 
|just issued the first edition of a 
new biennial publication, ‘“Who’s 
| Who of American Women,” a 1,- 
480 page volume containing brief 
|histories of nearly 20,000 women, 
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Toomey to ‘American Aviation’ 
William F. Toomey has been ap- 
pointed West Coast regional adver- 
tising manager of American Avia- 
tion, with headquarters in the 
magazine’s Los Angeles office. Pri- 
or to joining American Aviation, 
Mr. Toomey was associated with 
McDonald-Thompson Co., Los An- 
geles, publishers’ representative. 


Bayless-Kerr Gains One 

The American Society for Met- 
als, Cleveland, has appointed Bay- 
less-Kerr, Cleveland, to handle ad- 
vertising promotion for its monthly 
Metal Progress and other publica- 
tions. 


Gimbel Joins Marsteller 
Stanley Dick Gimbel has joined 
the account staff of Marsteller, 


Eureka Formula 
of Ads to Sales 
Told by McCarthy 


BLOOMINGTON, ILL., Dec. 17—Ad- 
vertising may be an art to some, 
but as practiced by A. L. McCarthy, 
sales vp for the Eureka division of 
the Eureka Williams Corp., it’s a 
iscience that enables him to “tell 
| within a few units what it will pro- 
duce in sales in any given terri- 
tory.” 

“In a city of 50,000,” he said, 
“one of our ads will produce half 
its total sales the first week and 
the remaining 50% will be evenly 


Advertising Age, December 22, 1958 


ADMAN—Ad- 
vertising is a sci- 
ence, according 
to A. L. McCar- 
thy, sales vp of 
Eureka Williams 
Corp., who says 
he can tell within 
a few units what 
an ad will sell in 
any given terri- 
tory. 


crowds into your s\ore is through|newspaper advertising, “we sold 
newspaper advertising.” |1,200 machines to dealers. The 

Beyond that, “t’. secret is in) spots cost a total of $3,500; we paid 
knowing what makes ad copy click.| $1,750 and the dealers spent $1,- 


Rickard, Gebhardt & Reed, Chica-|divided between the second and 
go. Mr. Gimbel formerly was an|third weeks.” Repeated at four- 
advertising account manager with) month intervals, a “tested ad” will 
General Electric Co.’s advertising| produce sales of 2.5 cleaners per 
and sales promotion department in|}1,000 population for the year. 


Schenectady, N.Y. 


Maher Joins ‘Detroit News’ 
Wiliam A. Maher 


“Anything above that is gravy.” 
According to Mr. McCarthy, the 
formula holds good for any city 


has been | of less than 100,000. 


named to the New York advertis- | 
ing staff of the Detroit News. He ® A McCarthy ad customarily con- 
formerly was with the Katz Agen-| tains an introductory offer, a ten- 


cy. 


'day free home trial and a special 
on one particular Eureka model. It 


may also offer a special premium. 


ATTACHE CASE 


Only $2.50* ppd. 
For Salesmen—Acct. Execs—Professionals 
Made of durable tan vinyl, looks, feels like 


leather Compares to more aa. <oee 
attache case. 154e” x 1094" x 24% ery 
no C.0.D. orders 


INQUIRIES wavives FOR QUANTITY DISCOUNTS 


10% for Fed. tax 


«non REGENCY DISPLAYS, INC. 


8, 107 Grand Street, New York 13 


| The ad must appear “in big enough 
space to tell the story properly 
and make your proposition sound 
important.” 

He prefers an outside position on 
a newspaper page—preferably a 
right-hand page, if a back page of 
any section is unobtainable. “For 
/vacuum cleaner selling, Mondays 
are the best days for ads to appear. 
| Most families spend Monday nights 
‘at home—and the newspaper gets 
|a better reading that night.” 


® Mr. McCarthy, who says he has 
|}sold or directed the sale of more 
‘than $500,000,000 in vacuums, 
|washing machines and other ap- 
pliances since 1915, believes that 


“the most effective way to get 


for your 


®@ “On time” deliveries 


Wheaton 
Var Lines Suc. 


at your ries 


LONG DISTANCE MOVING | 
DISPLAYS & EXHIBITS fae SS | 


© Courteous, dependable drivers 
z Expert, careful handling 


© Efficient Traffic Control System & 


service 
SAFE DEPENDABLE 
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over 500 Agents — 
all principal cities 


Mis Fes See 
General Offices: Indianapolis, ind. 


The basic trick is to advertise a) 750.” 
Earle Ludgin & Co., Chicago, is 


$100 piece of merchandise without | 


divulging the price, 
curiosity about the price that peo- 


and so excite) 


| 


the Eureka agency. + 


ple will telephone at once to find Stypes, Rountree Reorganizes 
out. And that’s how they expose | 


themselves as red-hot prospects.” 


s He recently ran a $620 ad in the 
Detroit Free Press over the Eureka 
telephone number (‘a telephone- 
number ad that pulls is a good 
ad”). “In 48 hours we got 37 phone 
calls; before the ad died the total 
was 70 inquiries, and we figure 
this number may result in 60 sales 
—at an ad cost of about $10.35 a 
unit.” 

But Mr. McCarthy figured the 
cost of the Detroit venture might 
tail off to about $3 a unit when all 
results were in. As soon as he got 
the 70 inquiries he mailed proofs 
of the ad to 250 dealers and advised 
them to stock up. “We sold 22 Eu- 
reka units to dealers in a couple 
of hours that way,” he said. 


s Eureka, which goes from 50-50 
to 75-25 in its dealer co-op adver- 
tising (depending on the size of 
the town) saw 291 of its units sold 
through J. L. Hudson in Detroit 
through one newspaper ad that ran 
Dec. 12. 

With about 12% of the vacuum 
cleaner market (as against Electro- 
lux with perhaps 30%; Hoover 
with 20%, and all others below 
10% each), Eureka spends about 
$600,000 in magazines like Life, 
Parade and This Week Magazine. 
“As a general thing, we spend $3 in 
newspapers for every $1 we spend 
in magazines,” said Mr. McCarthy. 

Currently, Eureka is in television 
spots, a medium which will also 
appear in the 1959 promotion 
budget. In New York, the company 
uses “Million Dollar Movie” (five 
spots a week for four weeks) to 
get “an audience of some 800,000 
which will see a fine demonstration 
of the cleaner in action.” 


= In the Boston area, Eureka last 
month used five one-minute de- 
monstrations on the “Jack Paar 
Show.” 

Mr. McCarthy said that between 
the Paar spots and concurrent 


e' six ‘Two! 


: THAT'S PORTLAND MAINE 


the U. S. among cities under 
150,000 population; an ideal 
testing atmosphere for any 


a 
i Portland is number one in 
E 


product. 


100°/, coverage of city zone 


: Portland is number six in 

the U. S. among ideal testing 

= cities regardless of popula- 
tion; a fact due to a consist- 
ently stable economy. 


94°/, coverage ABC retail trade rone 


7 is number two of all | 
testing cities in New England 
regardless of size; thus the i 
ideal city in an ideal market 


area. (source: Sales Management) 


PORTLAND, MAINE NEWSPAPERS 


PORTLAND PRESS HERALD 


EVENING EXPRESS %& SUNDAY TELEGRAM 


represented by Julius Mathews Special Agency 


Stypes, Rountree & Co., San 
Francisco newspaper brokerage 
company, will reorganize Jan. 1 
with the name of the company be- 
ing changed to A. W. Stypes & Co. 
Ed E. Rountree will resign from 
the company at that time. Albert E. 
Gilbert, manager of the San Fran- 
cisco office of California Newspa- 
per Publishers Assn., will join the 
company Jan. 1. Arthur W. Stypes 
is president of the new corporation. 


Dreyfus Adds Gardner 
to Agency Name 

Dreyfus Co., Los Angeles agen- 
cy, will change its name to Dreyfus 
& Gardner, effective Dec. 24. Drey- 
fus Co. merged with H. M. Gardner 
& Associates in July of this year 
(AA, Aug. 11), at which time the 
two principals became equal 
owners of the combined agency. 


DiBernardo Named A.M. 
Angelo DiBernardo has been 
named manager of general adver- 
tising of the Pittsburgh Post- 
Gazette. Mr. DiBernardo, formerly 
director of advertising plans of the 
newspaper, will take over duties 
formerly handled by Thomas M. 
Gregory, who resigned to join the 
Tri-State Food News, Pittsburgh. 


Chicago Sales Club Elects 

Walter L. Hedin, Borden Co., has 
been elected president of Grocery 
Manufacturers Sales Executives of 
Chicago. Other officers include 
Richard E. Plinske, Minnesota Min- 
ing & Mfg. Co., Ist vp; Ralph A. 
Petti, Salada-Shirriff-Horsey Inc., 
2nd vp, and Ed Gold, Dean Milk 
Co., treasurer. 


Rocktord Papers Boost Two 

The Morning Star and Register- 
Republic, Rockfsrd, Ill., have pro- 
moted William K. Todd, treasurer 
and business manager of both pa- 
pers, to the post of associate pub- 
lisher and general manager. John 
W. Grimes, executive editor of the 
papers, has been promoted to edi- 
tor of both papers. 


Chilton Books Trim Sizes 
Beginning with the January is- 
sues, three Chilton publications 
which have been over-size will be 
trimmed to the standard 8%x11%4” 
size. They are Jewelers’ Circular- 
Eset; Boot & Shoe Recorder 
and Department Store Economist. 
Bleed advertisements and inserts 
will be affected by the change. 


Cambridge Names Sutherland 


Ads Hiked Sales of 
Lemons 20%, Reports 
Assn. of Food Chains 


WASHINGTON, Dec. 16—The sale 
of fresh lemons was increased 
more than 20% during two na- 
tionwide campaigns put on last 
summer, according to a report by 
the National Assn. of Food Chains 
issued this week. 

Sunkist Growers and Pure Gold 
Inc., principal California-Arizona 
lemon growers, represented their 
industry in the campaign. They 
were assisted by the NAFC’s 
farmer-retailer marketing pro- 
gram. The drive was designed to 
alleviate falling sales of fresh 
lemons in the face of increased use 
of frozen, concentrated and pre- 
pared lemon products. 

According to the report, 22 com- 
panies operating 7,000 _ stores 
rolled up an increase in lemon 
sales of 24%% during the first 
drive, from June 26 to July 5, and 
an increase of 23% during the Aug. 
7-16 push. Both percentages rep- 
resented increases over the same 
periods a year earlier. 


® Stores cooperating in the drive 
used newspaper ads, spot radio 
and tv and in-store promotion. 
Sunkist Growers and Pure Gold 
Inc. used color pages in maga- 
zines, newspaper ads in all ma- 
jor and many minor markets, and 
point of sale material. 

The report noted that the cam- 
paigns were the first in the 22- 
year history of the farmer-retailer 
marketing program that were con- 
ducted for fresh lemons only. 

“The campaigns were unique by 
nature of the problems they were 
designed to meet,” the report 
stated. “It was not an ordinary 
seasonal surplus problem, but one 
related to a long-run change in 
demand for the product in fresh 
form. Hence, the campaigns by 
themselves could not hope to solve 
the problem, but could alleviate it 


|temporarily, thus permitting more 
|effective long-range fresh lemon 


merchandising plans to be devel- 
oped. 

“The results,” the report contin- 
ued, “achieved by vigorous, aggres- 
sive, repeated retail promotions, 
plus ingenious, carefully planned 
grower-sponsored promotions to 
raise consumer demand, justify 
again the conclusion that the farm- 
er-retailing marketing program is 
a powerful instrument for meeting 
specialized marketing problems.” + 


League Chapter Names Weston 

Merv Weston, Weston Associates, 
Manchester, N. H., has been elected 
1959 president of the New England 
chapter of the League of Adver- 
tising Agencies. Other officers 
include Arnold Rosoff, Arnold & 
Co., Boston, vp; Sandy Fern, Fern 
& Associates, Providence, secre- 
tary, and Robert Aronson, Parsons, 
Friedman & Central, Boston, treas- 
urer. 


Cambridge Corp., Lowell, Mass.,| = : 


designer and manufacturer of cry- 
ogenic equipment for industrial 
and military applications, has 
named Sutherland-Abbott, Boston, 
as its agency. 


‘Detroit Times’ to MacManus 

The Detroit Times has named 
MacManus, John & Adams, Bloom- 
field Hills, Mich., its advertising 
counsel, effective Jan. 1. 


ELIZABETH FLANNERY has been named 
a consultant on retail advertising 
by Sears, Roebuck & Co., Chicago. 
Miss Flannery, who will work from 
the Sears New York office, former- 
ly was advertising manager of 
Gimbel Bros., New York. 
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The Story of 
The Advertising Council 


The crossed sword and quill symbolize a powerful 


but relatively little known instrument of public good. 


They symbolize also the good citizenship of the 
advertising business, not in theory, but in actual 


practice, over a period of seventeen years. 


The story of this unique American institution is 
told on the following pages, and is presented here as 


a public service. 


This story, in three-page form, is being printed as a 

public service and without charge in forthcoming issues of 
Saturday Evening Post, 12/27/58; Business Week, 12/27/58; 
Time, 12/29/58; Life, 1/5/59; Look 1/6/59; and 


Nation’s Business, January issue. 


Advertising Age salutes the publishers of these 
publications on their cooperation in telling this vital 


story to their vast audiences. 


SEE NEXT PAGE... 
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~ Persuaders 


in the Public Interest 


The story of a little-known band of men and women 
who created a Hundred Million Dollar 
Non-Profit Trust that works for the public good 


Last summer, a 
father, driving his 
vacationing family 
through one of our 
great national for- 
ests, pulled up for 
the view where a 
mountain road 
looked down on a 
deep, wooded 
canyon. 

Filling his pipe, he flared a kitchen match 
with his thumbnail, in the Western manner. 

“Hey, Pop,” cried his eight-year-old son, 
“don’t throw that match out the window, 
break it. You know what Smokey the Bear 
says.” 

Smokey has been urging people to take such 
precautions against starting forest fires for 
16 years. You’ve probably seen his messages 
on posters, on TV, or in print. Or heard them 
on the radio. 

Smokey, who now lives in the Washington, 
D.C., zoo, was a real-life bear cub. A forest 
ranger found him wandering in the smoke of 
a forest fire which had consumed his mother. 
Advertising men dressed him up in print as a 
forest ranger and made him the greatest fire 
fighter of them all. 

As a result of his efforts, the U.S. Forest 
Service estimates that, since 1942, 600,000 
forest fires did not start; 260 million acres of 
timber did not burn; and nearly 10 billion 
dollars of damage was not done! 


Who Made Smokey a Hero 


Fire Fighter? 


Smokey got his start in the fire-fighting busi- 
ness in 1942 when the U.S. Forest Service 


By JASON WEEMS 


called for help from a unique business organi- 
zation called The Advertising Council. 

You’ve probably never heard of The Ad- 
vertising Council, but it is unlikely that a day 
passes in which you are not exposed to the 
persuasive messages, prepared and dissemi- 
nated under its auspices, on the air or in print. 
This is a good thing for you, and for your 
country. 

Persuasion in the public interest started 
when an advertising man had lunch with a 
Princeton professor and three officers of the 
Rockefeller Foundation in New York. This 
was in the spring of 1941. 


The Adman 
Stuck His Neck Out 


The professor was doing research in commu- 
nications under a Rockefeller grant, so the 
lunch table talk naturally turned to the art, 
or science, of communication. That was when 
the adman stuck his neck out. 

He said all foundations were making two 
mistakes in policy. First, they spent most of 
their money on the increase of knowledge and 
very little on the distribution of it. Second, 
when they did spend money on the distribu- 
tion of knowledge, they used old-fashioned 
horse-and-buggy methods, and ignored the 
modern high-speed effectiveness of motion 
pictures, broadcasting, and advertising. 

Seeing a responsive gleam in the eyes of the 
late, great Dr. Alan Gregg, world-wide stu- 


ABOUT THE AUTHOR—Jason Weems is the pen name for 
one of America's most versatile men. He has been successful 
as a Bible salesman, a printer, an advertising writer, a book 
and magazine publisher, ao government official, the head 
of a social science research laboratory and consultant to a 
large Foundation. He is the author of several books. 


dent of medical problems for the Rockefeller 
Foundation, the advertising man went on to 
elaborate his idea in terms of what advertis- 
ing could do to spread new medical knowledge 
among all the people. 


Persuasion for the Public Welfare 


His convictions, widely shared by many ad- 
vertising men at that time, boiled down to this: 


1. American advertising facilities and tech- 
niques had become the most effective means 
for the communication of new knowledge, 
and for persuasion to use it, which the 
world had ever seen. 


2. This means of communication could be 
used just as effectively in the public in- 
terest as it was being used in the private 
interest. 


3. Advertising being a communication fa- 
cility developed by business, business itself 
might well consider making it available for 
public welfare projects and organizations. 


Out of these convictions The Advertising 
Council was born in November, 1941. Its 
initial organizers and financial supporters 
were the six official organizations of national 
advertisers, of magazine, newspaper, radio, 
and outdoor media owners, and of advertising 
agencies. 

It had barely been organized when it was 
called upon to play a greater role than any of 
its founders had envisioned. 


The Stab in the Back 


On December 7, 1941, the Japanese struck 
Pearl Harbor. A country at war found itself 
faced with vast new problems which could be 
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met only with the cooperation of all the people. 
Scrap metals, rubber and paper were needed 
in vast quantities, and they had to be 
gathered up from every farmyard and city 
cellar. 
Fats and wheat had to be saved to send to 
our allies. 
War Bonds had to be sold. 
Merchant seamen, WACS, WAVES, and 
nurses had to be recruited. 
Victory gardens had to be planted. 
Altogether, before the war was over, ci- 
vilians had to be persuaded to do more 
than one hundred things like this. 
Great Britain, faced with the same problems, 
had turned to paid government advertising 
to help solve them. This made the govern- 
ment by far the biggest, and almost the only, 
advertiser in the country. Some felt this was 
a potential threat to freedom of the press. 


The story of a man 
who was a national 
hero for 42 years 

and never knew it! 


AMERICA’S LEADERSHIP DEPENDS ON FIRST-RATE SCHOOLS 


BETTER SCHOOLS—The continuing purpose of this cam- 
paign is to maintain public interest in the nation’s schools, 
which must be ready to train rising school populations over 
the next ten years. In 1958, State School Committees in- 
creased in numbers and Parent-Teachers Association mem- 
bership rose. Citizen concern about our schools and what they 
teach is at a new high level. 


America Chose a Better Way 
Our government turned to the newly formed 
Advertising Council, which quickly became 
the War Advertising Council. 

The Council called for volunteers. Adver- 
tising agencies supplied talented people to 
prepare the messages needed. Advertisers, 
magazines, newspapers, radio stations, and 
outdoor poster companies supplied advertis- 
ing time and space to carry the messages to 
the country. 

All these interests responded through the 
War Advertising Council. America responded 
to the messages. 


By the end of the war, more than One Bil- 
lion Dollars’ worth of government messages 
had been published and broadcast as a contri- 
bution of American business to the war effort. 


The results proved what advertising men 
had long believed: that advertising could as 
effectively inform and persuade people to act 
in the public interest as it had in their private 
interest. 


Waging the Peace 


When the war ended, many in the War Ad- 
vertising Council thought its usefulness was 
over. There were more who felt that the in- 
strument of public information, which the 
Council had created, was far too valuable to 
be reserved for war. 

The government still had jobs of public in- 
formation which needed doing... such as 
forest fire prevention, and the sale of Savings 
Bonds; and there was the original Council 
concept of broad public service such as assist- 
ing the work of the Red Cross, CARE, March 
of Dimes, the National Safety Council, an 
many others. : 


“ce 7, ” 


The word “War” was dropped from the 
name, and The Advertising Council continued. 
But here it faced a new problem. 


Who Decides What’s in the 
Public Interest? 


Under the imperatives of war there was no 
question about what projects the Council 
should undertake, but when it came to non- 
governmental organizations and non-war 
projects of government departments, who was 
to determine which ones were in the public 
interest? 

The businessmen who were the financial 
supporters and operators of the Council’s fa- 
cilities did not feel it was in the public interest 
that they alone should decide such questions. 


As a result, a Public Policy Committee was 
created. This was a group of 20 of America’s 
most distinguished citizens with backgrounds 
and experience in various areas of American 
life. One of the first to accept an invitation to 
serve was Dr. Alan Gregg, who remembered 
the luncheon where he first heard how adver- 
tising might help solve some health problems. 

On this page you'll find a list of the men and 
women who serve, without pay, on this Public 
Policy Committee. They are drawn from busi- 
ness, labor, education, agriculture, the re- 
ligions, medicine and public affairs. They rep- 
resent no one but themselves and the best 
interests of their country, as they see them. 

When a project is presented for The Adver- 
tising Council’s support, the Board of Direc- 
tors first decides whether or not it can benefit 
from broad national advertising. If they de- 
cide it can, it goes to the Public Policy Com- 
mittee which votes on whether or not it is 
importantly in the public interest. The Public 
Policy Committee must approve the project 


by a three-fourths vote before the Council will 
tackle it. 


What Kind of 
Projects Are Approved? 


Since the war, The Advertising Council, with 
the approval of the Public Policy Committee, 
has presented numerous national problems 
for your information and consideration, and 
programs for your support and action. 

There are emergency programs, such as 
appeals of the Red Cross for disaster funds. 

There are periodic programs, such as the 
one called “Religion in American Life”, which 
reminds you of the strength to be drawn from 
attendance at your church or synagogue. 
(Gallup polls have shown a steady increase in 
attendance at religious services since this pro- 
gram started.) 

Other programs, such as Forest Fire Pre- 
vention, have been continuous over a period 
of years. One is the Stop Accidents campaign 
for the National Safety Council. It has 


Public Policy Committee 
of The Advertising Council 


CHAIRMAN 
PAUL G. HOFFMAN 
VICE CHAIRMAN 
EVANS CLARK, Editorial Board, New York Times 


MEMBERS 


SARAH GIBSON BLANDING, President, Vassar College 

RALPH J. BUNCHE, Under Secretary, United Nations 

BENJAMIN J. BUTTENWIESER, Partner, Kuhn, Loeb 
and Company 

OLIVE CLAPPER, Publicist 

HELEN HALL, Director, Henry Street Settlement 

CHARLES S. JONES, 
President, Richfield Oil Corporation 

LAWRENCE A. KIMPTON, Chancellor, University of 
Chicago 

A. E. LYON, Executive Secretary, Railway Labor 
Executives Association 

JOHN J. McCLOY, Chairman, The Chase Manhattan Bank 

EUGENE MEYER, Chairman, The Washington Post & 
Times Herald 


WILLIAM |. MYERS, Dean of Agriculture, 
Cornell University : 


ELMO ROPER, Public Opinion Analyst 
HOWARD A. RUSK, M.D., New York University-Bellevue 
Medical Center 
STANLEY RUTTENBERG, Research Director, AFL-CIO 
BORIS SHISHKIN, Assistant to the President, AFL-CIO 
GEORGE N. SHUSTER, President, Hunter College 
THOMAS J. WATSON, JR., President, Internationa! 
Business Machines Corporation 
HENRY M. WRISTON, Executive Director, 
The American Assembly 


helped bring the traffic toll to a new low per 
vehicle-miles traveled. Still another is the 
drive for Better Schools, which has stimu- 
lated formation of State School Committees, 
and increased membership in Parent-Teacher 
Associations. Result: citizen concern about 
our schools and what they teach is at a new 
high level. 

One of the largest and oldest is the cam- 
paign in support of the U.S. Treasury for the 
sale of Savings Bonds. You have probably 
responded to both your own and your coun- 
try’s benefit. 

over 
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HELP US KEEP THE 
THINGS WORTH KEEPING 


HELP STRENGTHEN AMERICAS PEACE POWER 


BUY U.S. SAVINGS — 


mee tps he eran le Promaey fe mares) tenn 
“pramenais Aanerue se 


Ad from the current Treasury Bond campaign. Started at the 
outset of World War II, it is the oldest continuing campaign 
on the Council s docket. 


The Council Doesn’t 
Wait to be Asked 


When the Council sees a developing national 
need which calls for the help of better public 
information, it tries to get a program started. 

A recent example was creating and getting 
support for a program of ‘“‘Confidence in a 
Growing America” in the spring of 1958. 
Twenty million dollars’ worth of advertising 
time and space told Americans why they were 
justified in having such confidence. This 
helped avert the development of a “‘depres- 


-rnment, economic 
it helped reverse the 


sion” psychology. G: 
and business leaders sa 
downswing of last spri: 
cil has also tackled 
‘erstandings about 


The Advertising Co 
the problem of misun 
America abroad. The Round Tables on 
American Life, sponsore by the Council in 
1953-54, developed a escription of the 
American economic system as ‘‘People’s 
Capitalism” which was widely disseminated 
throughout the world by the U.S. Information 
Service. 

In later Round Tables, in which both Yale 
University and the University of Chicago 
participated, citizens and scholars have been 
developing the story of America’s cultural life 
to help correct the distorted picture of 
America often painted abroad. 


More Than 100 Million Dollars a Year 


Altogether, the programs of The Advertising 
Council get more than 100 million dollars’ 
worth of support every year. 

The support comes from American busi- 
ness, large and small corporations alike. It 
comes from owners of magazines, newspapers, 
television and radio stations, outdoor and 
transit advertising facilities. It comes from 
the volunteered talent of America’s leading 
advertising agencies. 

Most of it is represented by donations of 
advertising time and space. But there’s also 
cash to support the necessary staff work of 
the Council and some of the programs it 
originates. 

A great deal of it results from the devoted 
services of a group of some 70 of America’s 
leading corporation officers who serve the 
Council, without pay, as its Industries Ad- 
visory Committee. 


2 oa ; sie 


‘ ihe a 


Why Haven’t You Heard 
about the Council Before? 


This article might well have been titled, ““The 
Light Hidden Under a Bushel.”” And that 
might seem a contradiction in terms when it 
comes to advertising. 

But it is a fact advertising men are little 
given to advertising themselves. Their first 
rule is: ‘“Never get on the stage in front of 
your client.” 

So the chances are that any one of these 
public service messages you read or hear does 
not identify either The Advertising Council 
or its business donor as its sponsor. You see 


-or hear it only as a message from the organi- 


zation which it serves. 

Yet He who first spoke of “a light put 
under a bushel” also said: “Let your light so 
shine before men, that they may see your 
good works.” 

And so it has seemed to me it was time for 
all our citizens—the millions like you and me 
who have responded to the appeals which 
The Advertising Council daily casts upon the 
waters—time for us to know and fully under- 
stand the workings of this great Public In- 
formation Trust. 

So the next time you hear from Smokey 
the Bear, you might like to remember the 
uniquely American institution that put the 
words in his mouth for the good of us all. 

The Advertising Council demonstrates by 
actions, not words, the social responsibility 
of American business and the power of adver- 
tising in the public interest. 

Even more important, it has proved that 
Americans will move to solve the problems of 
their society with intelligence, sacrifice, and 
courage whenever they are adequately in- 
formed of these problems and persuaded that 
they need solving. 


You'll recognize some of these examples of 1958 campaigns 


STOP 
ACCIDENTS 


Traffic fatality rate 
reduced 40% 


Agito N 


American Counci To Improve Our Werghdorhoods 


Public interest in schools 
greatly increased 


Good Neighborhoods 
are our Nation's strength 


Aided the attack on 
paralytic polio 


Ownership of U.S. Savings 
Bonds at all-time high 


KEEP IT BRIGHT 


To combat crisis 
in colleges 


Church and synagogue 
attendance rises 


and Community Chests 


iw The Advertising Council . 


Helped to stop depression 
psychology 


Helps 2100 United Funds Register, 
Vote and Contribute 


Promotes greater 


Annual campaign 
public understanding 


during March drive 


“Truth Dollars” 
for Radio Free Europe 


Religious overseas aid 
through three major faiths 


. for public service 


If you would like to know more about this work, this maga- 
zine suggests you write for a free booklet to The Adver- 
tising Council, 25 W. 45th St., New York 36, New York. 
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Advertising Age, December 22, i958 


Closer Liaison in | 
Food Industry Is 
Urged on Brokers 


Cuicaco, Dec. 16—Although 
food brokers are becoming more 
and more indispensable both to 
food manufacturers and to whole- 
sale buyers, rising costs and com- 
petitive conditions demand that 
brokers work even more closely | 
with both wings of the business.| 

This is the burden of two differ-| 
ent surveys reported here last week 
at the 55th annual convention of 
the National Food Brokers Assn. 


@® The’ grocery § manufacturers’ 
view of food brokers is reflected 
in a survey of Grocery Manufac- 
turers of America members that 
was reported to NFBA by GMA’s 
president Paul S. Willis. 

“The day is past,” Mr. Willis 
noted, “when a manufacturer can 
adopt a national policy and apply 
this to all parts of its territory. 
He must recognize the variations 
that exist between markets. The 
broker’s greater familiarity with 
local conditions qualifies him to 
be of special service to the manu- 
facturer in this regard.” 

A trend toward greater use of 
food brokers is evidenced by the 
fact that 50% of the surveyed 
manufacturers had increased their 
number of food brokers in recent 
years and 29% plan to add still 
more, Mr. Willis’ report noted. 

Considering the manufacturers’ 
comments, Mr. Wilis said, food 
brokers should constantly re-ex- 
amine their organizational setup, 
their retail coverage and in-store 
work, the quality of their retail 
salesmen and their sales opera- 
tions. 


e Mr. Willis also reported some 
agreements reached in joint dis- 
cussions between GMA’s broker 
relations committee and NFBA’s 
merchandising committee. They 
include these: 


e Coverage of retail stores and 
retail merchandising are growing 
increasingly important. And it is 
basically the responsibility of the 
broker to train better reiail mer- 
chandisers. The manufacturers’ 
training of retail merchandisers 


mostly concerns only product 
training. 
e Adequate compensation for 


manpower requirements has be- 
come a primary factor in a manu- 
facturer’s choice of a food broker 
—a choice which requires time, 
thought and detailed field re- 
search, 


e Except in emergency, manu- 
facturers should give brokers two 
weeks’ notice of a market visit. The 
manufacturer’s purpose and length 
of stay should be included in the) 
notice. 


# Wholesale food buyers’ views of | 
brokers, meanwhile, were reflected | 
in a survey of several thousand | 
buyers conducted by Food Topics 
reported to the meeting by Len 
Kantor, Food Topics editor. 

Of the responding buyers, 65% 
said they had no major criticism 
of foed brokers while the other 
35% thought brokers should tight- 
en up their “calling practices,” the 
report notes. 

In other criticisms, 48% of the 
buyers thought brokers didn’t give 
enough advance notice on promo- 
tions, deals and cooperative adver- 
tising. But at the same time, 71% 
said they felt the brokers know 
co-op policy on their lines and 
handle them correctly. 

Asked to compare brokers with 
their own sales forces, 83% of the 


respondents said the brokers were 


satisfactory or superior while 17% | 
said the brokers were unsatisfac-| 
tory. + 
‘Look’ Names Five 

Allen De Castro, formerly a 
group supervisor in the Look ad- 
vertising department, has _ been| 
appointed manager of agency re- 
lations for the magazine, a new 
post. Bert Halperin, a member of 
the ad sales staff, has been pro- 
moted to the new post of manager 
of alcoholic beverage advertising 
of Look. Look also has named Rob- 
ert Williams to its New York staff, 
Robert Riemanschneider to its 
Cleveland sales staff and Fred Tal- 
ento to its Philadelphia sales staff. 
Mr. Williams formerly was with 
Capper Publications; Mr. Rieman- 
schneider with Wheeler, Kight & 
Gainey, and Mr. Talento was auto- 
motive and drug market develop- 
ment manager of Look. 


ABC Boosts Three 


American Broadcasting Co., New 


REMINDER — 
Mert Rohra- 
baugh, head of 
Kudner Agency, 
has a look at the 
miniature boxing 
gloves and case 
which accompa- 
nied Christmas 
bonuses to agen- 
cy people. The 
“Keep Punching 
in 1959” gifts 
were inspired by 
a Kudner ad, 
“Pride is a man 
with rosin on his 
pants,” run after 
the agency lost 
the Buick ac- 
count. 


York, has added two vps. Joseph 
Stamler, sales manager of WABC- 
TV, New York, was named vp and 


general manager of the station, re- 
placing Robert L. Stone, who re- 
signed to join NBC as facilities and 


operations vp. Barrett H. Geoghe- 
gan has been promoted from na- 
tional sales supervisor to sales 
manager of WABC, a title that has 
been vacant for several months. 
Second new ABC vp is Sanford 
Cummings, director of the network 
program department for the west- 
ern division. 


Prince Joins Weston 

Donough Prince, who left the 
advertising business in 1954 to op- 
erate a dairy farm in Francestown, 
N. H., has joined Weston Associates 
Inc., Manchester, N. H., as an ac- 
count executive. Mr. Prince was 
formerly general manager of Leo 
Burnett Co., New York. 


Franz Agency Gains One 

American Hospital Supply Corp., 
Evanston, Ill., has appointed Alex 
T. Franz Inc., Chicago, to handle 
its advertising, effective Jan. 1. The 
previous agency was J. R. Pershall 
Co., Chicago, now Reach, McClin- 
ton & Pershall (AA, Nov. 17). 


The Thomas Publishing Company and its Staff 
extends Appreciation and Season’s Best Wishes 
to more than 12,000 Thomas Register Advertisers, 
to more than 1,600 Advertising Agencies and 


to all our Subscribers and Friends. 


THOMAS REGISTER 
Freduct Sufernation Headguarters 
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Advertising Age, December 22, 1958 


December Pages and Linage in Consumer Magazines 


Current and Year-to-Date Figures for U.S., Canadian and Foreign Publications Reporting to Advertising Age 


F Pages , — Lines —~ : Pages ~ Lines 
Nov. Nov. Jan.-Nov. Jan.-Nov. Nov. Nov. Jan.-Nov. Jan.-Nov. | Dec. Dec. dan.-Dec. Jan.-Dec. Dec. Dec. Jan. -Dec. dan.-Dec. 
a 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 
No Personal Romances ......... 21.0 144 212. 196. 8 6 
Weeklies, Bi-Weeklies, Semi-Monthlies (November) i ane ant ———.......... re 1902 Mey $003 36.529 e338 
qCommonweal .............. 19:0 7 1646 190.7 7.980 . . Geevete Gatene Greco: 
eo 8 eae Hee 99.2 113.5 was aes as 4 ay pam 9 Sad Revealing Romances ....... 18.5 182 zn 212.5 6,635 6,464 93,690 91,145 
mehiigt fo 0' 17720908 7 aSO8 © 466.7 ©—«-20,090 «20.034 «189.372 9 i — a re 3S iss ane msi Petts <01 34.908 o2.276 
EL, cialeeas 357.2 399.0 3,106.3 3,903.7 242.928 271.320 2,112,279 oe | ijiSitver Sereen ............ 45 151 743 86.3 6,231 6,461 31,870 37,052 
Rs mks anes ony 1465 1604 1287.0 1,605.7 99,620 109,072 875, . Boy * eR 
Ba eR hal 779.8 $815.6 4,420.5 45517 334,529 349,898 1.896.377 1.952.703 | pastogiay ....... 5... 22.7 198 3123 4466 9,750 8473 133,977 191,612 
SE ek esc Ubec's 2605 3311 25141 3,096.8 109,410 139,062 1,055,922 1.500.686 ae 82 16 1545 1924 3/532 4964 66.261 "556 
GPreshyterian Life .......... 21.0 17.9 sa. nas —_ 4 go ae Tree Experience .......... 83 129 198.0 193.7 3551 5.123 66,498 83,080 
CCD ccogssccevccces . , . . 3 . \ PU CED obs wcecccace le y y ‘ 81,482 
Saturday Evening Post ........ 353.6 357.9 2.7an.4 31982 —— —= —— —S Trve Story OES. . ss cmceas ae “1 ae 74. 4 20.150 17,182. 265,469 ©: 323,657 
Sporting ows ............. ei ah) 3038 «3558 «= «30.810 «47.878 329,618 386.048 ie a fee so sasaee say Gay Tens — sa t oy ess 7am 
Sports Wiustrated ........... 139.8 137.9 1,231.3 1,087.6 59,938 59,163 SZB.0S1 =| 466,449 | | Total Grow ns ell, F a... B-: Pen Sond S7502 2,285,695 
; 2653 350.6 2,566.0 3,114.0 111,497 147,340 1,077,799 1,307,951 > Figures publication in em, ’ d True Story groups include all advertising carried by 
sp camtlebencandh 72.2 m6 499.1 538.1 13.141 13,031 90,860 97,927 | the group as a whole PLUS additional advertising carried by each individual publication. ¢ No January 1958 issue. t No 
p+ rr ety a 2391 3045 2.2965 2,893.0 100,410 127,902 964,537. 1,215,032 | May: July. Sutenber I conte | 1958 issues. § Published bi-monthly; alternates with Daring Romances. ||| Published 
. Report .. . : : ere - ; : apa bi-monthly; alternates wi 
Teled GUND. coreccecees TOES TITS TROS2 Wiesod L5ia35ss Leseres Inissseo ioesse | my yeoni 


p in Wi 1958; three issues in November 1957. 
1957. § Two issues jovember Dun's Review & Modern Industry 58.1 68.7 882.8 970.8 24,414 28,866 370,792 407,728 


¢ Four issues in November 1958; five issues in November 1957. ¢ Five issues in November 1958; four issues in November SBusiness (December) 


— Pages = Lines IS Ss A 135.5 195.5 1,835.0 2,243.5 85,636 123,556 1,159,720 1,417,892 
Dec. Dec. Jam.-Dec. Jan.-Dec. Dee. Dec. Jan.-Dec.  Jan.-Dec. | Nation's Business .......... 36.2 37.1 £5223 £6353 15,178 15,925 222,279 272,956 
1958 1957 1958 1957 1958 1957 1958 1957 Total Group .............. ss 304 FIMOi Teese W528 Wes347 L7s27o1 Tooesie 
Women’s § Because current month linage figures for several publications are not yet available this group is broken into a December 
section and a November section. 
§Bride & Home ............. — — 064 WS -—— Mss 120110 
§Bride’s Magazine ........... — = 6 6473 a 413,075 427,864 m Deane — —_— a 
tEverywoman’s Family Circle .. 44.0 32.1 503.5 530.2 18,876 13,771 216,002 227,457 Nov. Nov. Jan.-Nov. Jan.-Nov. Nov. Nov. Jan.-Nov. Jan.-Nov. 
Good Wousekeeping .......... 90.2 96.1 1,241.3 1,490.5 38.675 41,247 532,501 639,428 1958 1957 1958 1957 1958 1957 1958 1957 
Ladies’ Home Journal ........ 708 849 1,012.2 1,237.4 48,145 57,738 688,309 841,409 : 
neo. dans aig 46.1 643 7656 1,0118 31,358 43,700 520,656 628,05) Business (November) 
SE TORS . 8... csveees — === 809 %SH2 —<—— -——— , . Eee rR a 659 759 7245 846.7 43,267 49,667 475,330 555,445 
{Parents’ Magazine .......... 523 646 7245 8083 22,537 27,785 312,041 348,177 Business Week .............. 432.7 597.7 4,081.5 5,661.9 181,738 251,017 1,714,238 2,378,006 
ass casa aeues 61.3 67.0 1,2458 1,340.2 41,682 45,848 847,132 = 911,564 | Financial World ............. 44.6 42.8 497.5 662.4 18,749 18,009 208,973 278,219 
Western Family ............. 153 ny 8 = = a Re aan pa EE is cnn ene 58.5 92.2 539.8 765.0 24,587 38,723 226,743 321,194 
EE cites shodote see 26. 4 377. 433. s aa 
The Workbasket ............. 29.0 238 4464 4648 5,696 4,668 87,498 91,106 | Total Group .............. COLT SES SETS 79360 28341 357416 2625284 3532864 
MMIER oc sc veceecen's W535 G50 T5124 89961 224683 250173 4328510 7,643,585 


§ Pubiished quarterly in January, April, July and October. + Formed by merger in June of Everywoman’s Magazine and | + 7 Figures in thousands 
Family Circle Magazine. t Includes Shopping Scout Section linage. | Magazine Linage Trend , , 


General | GENERAL 
American Artist ..........005 27.4 263 2983 3064 12,522 12,051 125,298 128,562 joer WEEKLIES : 
Americen Forests ............ 134 129 2048 219.7 5,628 5,418 86,030 92.288 ans 195 
American Legien ............ 128 153 1663 1818 5,370 6,443 : : f DEC 
te RR at 211 194 2642 247.6 9.075 8,355 123,371 106.259 (1,514 — J [839 i] 
lle tae. 43.0 591 4041 4758 18,087 24.850 169,756 864 | 
Christian Werald ............ al 413 4416 Sil4 17632 17719 189687 219.442 | | OCT. | 1,348 | NOV./ 900 | 
NE sola wl. S, was 82 60 1233 94.8 3,423 2.500 51.777 39.809 a 
SF ot REAR 720 56.0 5335 466.0 12,960 10,080 96.300 83.880 
Goomepeiien .......--0-..0- 125 180 2285 287.5 5,350 7.721 98,009 123,355 pec. EG 
a rp a aie 896 764 8504 8039 60.975 52.010 578,308 546,694 
Gis Mageting .............. 42 151 1637 1762 6.111 6,494 70.358 75,531 
RTE, ci netcanceehs 1388 1512 8843 863.7 94,461 102,656 600,926 586,672 
MIS Ss iacuar ts. at 146 227 2081 2209 10.025 15591 143134 152,019 | WOMEN’S BUSINESS FASHION HOME 
ARERR 51.7 498 537.2 540.3 21,714 20916 225,628 226,926 1958 1958 1958 1958 
WE Gog occi se scesres 580 56.7 4025 4042 24.897 24.323 172.683 3,356 | 
Grade Teacher .............. 16.7 24.0 3627 3932 7,353 10,572 159,964 173,398 | pec.[225 | NOV.[268 | DEC. [153 | DEC. 
Marper’s Magazine ........... 36.1 40.4 3741 3 15163 16.987 157,146 170,247 | ae 
tHi Fi Review .............. 5.7 —— 459 —— 21,714 195,670 NOV.| 344 nov.[258__| nov.[451 | 
High Fidelity 96.2 98.7 889.9 9685 40.404 41,454 373,858 407,522 [34 i 
oe oleate 134.2 155.0 1,087.0 1,133.6 91,286 105.423 739,183 770,819 1957 1957 1957 
a a a ROR 2775 189 3141 2354 11,564 7,924 131.180 98.931 
inoroement Gra ............ 289 31.7 3144 3223 12152 13319 132035 135,354 | | DEC. Bea vec. DEC. Fe 
aaa etaabea ts 124 184 3281 3482 8528 12615 224,454 238,198 
MP MOI 6 oocss sc .ce0s 838 84.7 15064 15042 48,902 49,833 885.494 884,252 
| a ae Ree 101 Ml 1862 1525 4,270 5,950 76,990 : Lines 
Meter Trend ...-.........00 189 196 2509 2360 6.244 8.246 102,291 99,127 ¢ , ages ; my 
National Geographic ......... 35.0 343 467.2 S145 8330 8151 110,758 122,451 — 2. ae’ Ge eee ae Sa- S 
Baio se 283 161 1756 #1445 11879 6.757 73,387 60,715 
Popular Boating ............ 33.4 30.4 629.6 334.7 19,369 17,875 369,468 196,783 | Farm Magazines 
Popular Photography .......... 104.9 117.4 6 1,000.5 44,058 49,308 390,041 437.010 | . 
Promenade ........--..00->. 28.0 37.9 247.2 2893 12,012 16,265 106,040 124.120 ene var Ftd Parag 2 a. a —— oS 
eae Digest ............. roy oy = cae 74 9,100 109,746 101,556 | southeastern Edition .... 25.2 29.7 420.3 428.0 10,814 12,722 180,333 183,645 
ee reesseuses estes? * Hr 4 —y ae 7 2 124146 = 163,599 = 154,795 | Asouthwestern Edition .... 24.1 29.7 415.8 457.6 10,342 12,752 178,410 196,312 
WED ses as recess rssccess , , : 505 2,414 39,450 45,039 | Average 2 Editions ........ 248 297 4186 4416 10,630 12,734 179,583 189,485 
Sports Cars Illustrated... 325 28.0 3008 2133 13,650 11,760 126,349 89,586 | pam jeornal: 
ere sseeee sesh i ae 7. ka ee | geet Eee ......... 57.2 765 9448 1,085.7 24523 32,836 405,306 465,775 
oy A ete dete << os = as = ~{ 2,906 53,283 49,024 | Eastern Edition ........ 54.0 77.0 849.0 1,105.7 23,148 33,050 364,224 474,334 
_ oy APS ese epirete =a «6 ee ee thes ee ee | Sane Clee ........ 48.3 729 743.2 1,039.9 20,735 31.265 318812 446,121 
ge TE Ae aad <3 + ‘gee tae Yo a. ae ae | ee Se ........ 512 77.0 879.3 1.1289 21,950 33.051 377.226 484,305 
Rh tes capa Me ape iaet tahd . ‘ : , 56,279 60,328 Average 4 Editions ........ 52.7 75.9 8541 1,090.1 22,589 32,551 366,392 467,634 
ON a had oto ok _778 _ 79.8 1,334.8 1,300.7 45,746 46,893 784,862 _764,782 | p,owertne Farmers 
Total Group .............. T7i44 17029 18669.9 18,057.35 G39 14i 845,448 9143245 &858,700 | tCarolina-Va Edition .... 47.8 73.5 8589 1,074.2 32,522 49,999 584,019 730,486 
t Commenced publication with the February 1958 issue. #Ga.-Ala.-Fla. Edition .... 482 74.1 872.2 1,0824 32,806 50,390 593,123 736,020 
}Ky.-Tenn.-W. Va. Edition 47.7 692 8110 1,0026 32,419 47,042 551513 681.798 
Home }Miss.-La-Ark. Edition .. 47.7 71.9 818.0 1,015.9 32,444 48,881 556,271 690.835 
Texas Edition .......... 50.2 751 846.8 1,059.6 34.143 51.049 575,832 720,505 
pclae = ghia — | 2 es ee Oe ee ee fee 6 eee .....-. 483 728 8414 1,047.0 32,867 49.472 572152 711,929 
Bee ee ee 7.8 69.9 725.0 751.3 16,979 20,543 215,002 220,793 ssful Farmi 46.2 55.2 847.0 968.5 20,809 24,855 381,128 435,812 
Better Homes & Gardens ...... 699 769 1,097.5 1,456.8 44185 48583 693,653 920,408 | Swett MP eRteentes 2. se eS OS RS LIS 812 
Flower & Garden ............ 15.9 10.3 278.6 201.3 6,689 4,345 121,205 $4,567 Total Groups ............ 195.2 265.7 3,512.6 4,257.2 96,805 133,412 1,735,864 2,109,470 
Flower Grower ............. 25.4 23.9 5267 523.6 10,685 10,048 221,223 219,895 | + Not included in totals. 
House & Garden ...... ea seh 67.3 67.4 806.0 949.1 42,543 42,603 509371 599,822 
House Beautiful ............ 100.0 105.8 1,229.7 13369 63,200 66,615 777192 844.920 | Youth 
Living for Young Homemakers... 33.9 481 7545 868.3 21.444 30.427 a76sie sag791 | * OU 
Popular Gardening ........... 22.7 23.5 474.4 487.1 9,516 9,881 199,267 204,599 | American Girl .............. 15.8 18.7 308.8 337.7 6,788 8.037 132,482 144,859 
Sunset Magazine 94.0 96.5 1,357.8 14710 39.481 40,527 570,528 622,055 | Boys’ Life... eee 339 314 321.1 341.5 23,058 21.355 218,383 232,226 
Sra —m Taran PEAR RRs ete . . 4 8,076 7510 
Total Group .............. S210 S658 78207 FBOC2 276295 3010s T1a7, 398 TZ 7a5 aie | {Child Lin ghee sash svi *** es 2s se. See ee aa wae. ame 
Fashion | {Scholastic Roto ............ 76 72 59.4 62.0 6,618 6,245 51,896 54,388 
shi | Total Growp .............. a Bz TIT? Ties Bill 702 575887 599,382 
NE er ee 40.6 56.5 844.7 1,109.4 17,412 24,243 363,342 475,989 | + Not published June through August. + Not published June through September. 
I ea aciicscsehivs's 399 50.3 : 870.2 1,086.3 17,102 21,569 373,337 466,031 
Marper’s Bazaar ............. j 0 1,090.6 1,205.6 45.425 56.928  689.31g 781.080 
Mademoiselle .......-..----- a6 458 ‘9788 11171 17836 19.654 © aigase 479.190 | Mechanics & Science 
ED obhibe wh ab dena secceses 87.9 108.6 1,628.7 1,851.2 55,574 68,658 1,029,345 1,169,979 nena Seeaes Sosesuses = =e me 4 ry 16,121 180,621 185,233 
opular Electronics .......... ’ : 5 749.6 4,403 16.352 163899 167.910 
Total Gromp ...+.0+-..200 MIS SSL SAZG F306 SHS I9L0S2 DEMIS 3372209 | povuir mechanics 97.6 1031 11,3125 1.3923 21.864 23,091 294,010 311834 
Popular Science ............. 90.5 1028 1,220.6 1,309.7 20,251 23,027 273,396 293.374 
Movie-Romance-Radio tScience & Mechanics ........ —— um se wane 118,356 ©—-:116.961 
§Dell Modern Group: Total Group .............. 315.9 3509 45983 4.8005 70,745 78591 1,030,282 1,075,312 
Modern Romances ........- 21.7 19.5 314.3 367.3 9,330 8,372 134,828 157,571 | t Published bi-monthly; cumulative figures shown are for combined November-December issue. 
Modern Screen ............ 188 168 1961 3013 8.068 7.208 84.117 129,269 
Screen Stories ............ 165 106 167.5 2342 7,067 4.54 530 
Fawcett Women's Group: . ia ™ Outdoor & Sport 
Motion Picture ............ 13.1 111 165.7 202.9 5.604 4,761 71,085 87,062 | American Rifleman 648.6 22,155 24,077 283,556 278,249 
‘True Confessions .......... 17.7 165 2479 2968 7,590 7,063 106,336 127,323 | Field & Stream ... eae ; ; 860.9 21373 27,184 359927 369,342 
Witiman Romance Group ...... 5.1 06 1149 19.3 2.207 276 49,372 EE a Honies cas ; . 326.6 12,033 13,385 131,378 140,112 
{Hillman Women’s Group... 133 206 1475 249.4 5,737 8876 63,346 —«'107,231 | Outdoor Life ............... : ’ ; 844.1 18806 23,007 337.990 362.118 
Iéeal Women’s Group: or ee ene Sports Afield .. : ‘ 722.4 15925 19,999 299324 309.890 
imate Story ............ ‘ y \ . 6,325 ’ 84,766 
- SNEDD sveassssscnsss6 23.4 183 2422 ©2533 10.053 786s 108,909 19866 | TM STOMP ween eeenreene SRG WORE WE TAS TT 
" t Movie Star Parade ...... + 235 182 2422 250.7 10,089 7,809 103,875 107,591 (Continued on Page 28) 
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Key to 


A father. A mother. A son. A daughter. Four 
people. But more important: one family. As 
a family, they do more... want more... buy 
more than they ever would as individuals liv- 
ing alone. Each year, U.S. homes with chil- 
dren outspend childless homes by some 57 
billion dollars—or $1,315 per household. 
Families with children determine the suc- 


America’s Family Magazine 


our growth...and yours 


cess or failure of most consumer products and 
services. And they hold the key to Look’s 
growth too. For Loox has always attracted 
a heavy concentration of readers in families 
with children. In 1958, this concentration 
reached 70% of Loox’s total audience—the 
highest proportion of any major magazine. 

Why do families with children respond so 


The Exciting Story of People 


strongly to LooK? Because LOOK is edited... 
with warmth, understanding and wonder... 
for every member of the family. This suc- 
cessful appeal to men and women and teen- 
agers, through the exciting story of people, 
explains why LOOK has won a unique place in 
the minds and hearts of America’s families... 


why Look is America’s Family Magazine. 
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28 Advertising Age, December 22, 1958 
- Pages . or Lines \_—_ Lines 
B Dec. Jan.-Dec. Dec. Dee. Jan. -Dee. Jan. -Dec Dec. Dec. Jan.-Dec. Jan.-Dec. Dec. Dec. dan. -Dec. Jan.-Dec. 
1988 1987 958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 
‘ j .4 77,595 96,600 690,270 790,580 
tecti ictio e-Canadian .......0005: 184.9 230.0 1,643.6 1,882.4 77,595 _ 96,600 , 
De ve & F. r taf MRE i ss cesataneon 37.0 «547.7 «5559.8 «495 919.0 210,545 253,145 2,577,765 2,902,275 
Cavalier S 43 U3 1743 1464 6,153 4,851 74,767 62,825 } 
ie GHOUO ....<cccoe 122.0 119.3 4,533 5,261 52,301 51,174 ective February 1, 1958, Samedi carried advertising in two of its four issues; two issues in December 1958 and four 
ba ny | a rapa ey = as 1106 1457 2131 2520 21.609 33.989 s in December 1957. § Not included in totals as figures for the December issues were unavailable as this is- 
ing Fiction Group ...... . . . ; : : : M vent te press and November figures are shown. 
Se eee “at «SWS “Wes “Wii “i287 ~“Wes2 Wee7T TWiT 
reign (December) 
Newspaper Sections (1) , 
(Matlonally distributed with Sunday newspapers) peog Br PO re as) 17.2 202 1587 1619 14448 16,926 133,252 135,954 
ow! og = Aandi OOS (Gs?) oats) toes $58cc | SULTS © 9001090 oular Mekanik (Danish) .. 26.0 120 1365 95.7 5,824 2,688 30,576 21,455 
— 7 i RE 9 9 Ry ecanique Populaire (French) 37.8 39.2 3449 3310 8467 8,792 77,257 74,144 
eeevaceseres 38.9 = 58.0 : ' pulare Mechanik (German) 8.1 4.3 59.3 26.9 1,820 952 13,272 6,034 
inn week Magazine 551 80.2 9816 1.0249 46,827 68,157 834,389 871,119 n 
gaz TTR TST TL ccanica Popular (Spanish) 21.0 299 3188 336.9 4,693 6,702 71,412 75,467 
Total Group ........--.. sta Ti “222 st a Z. 3,118.6 7,395 2,637, 2,651, | opular Mekanik (Swedish) 13.0 120 1030 1133 2,912 2,688 23,072 25,387 
+ Four issues in December 1 ive issues in Decem' R der's Digest: 
eile eh dias Cotckiccs 40.0 320 4240 4120 6,560 5,248 69,536 67,568 
Lines a AQMD oa 5s85a scene 92.0 85.0 706.0 680.0 16,744 15,470 128,492 120,484 
Nov. Nov.  Jan.-Nov, Jan.-Nov Nov. Nov. a 187. SE oe ckx cin’ scar 80.0 76.0 744.0 680.0 14,560 13,832 135,408 123,760 
1958 1957 1958 =-:1957 1958 1957 AMEN cde i oka tadss 65.8 585 786.5 6118 11967 10,647 143,143 111,339 
an) (ne ) Be Gob obak ool vas 72.0 72.0 486.0 492.0 12,600 12,600 85,050 86,100 
Sections ovember, Bre ck Fila vine ska: 77.5 940 857.0 8710 14415 17,484 159,402 162,006 
Tee © sections and comics) SE. dawn Ponnenckds 72.0 80.5 775.0 8765 13,104 14,651 141,050 159,523 
t2#Chicago Tribune Magazine . 196.9 1624 1,721.0 1,548.5 167,388 138,039 1,462,847 1,316,267 VL 64.0 53.0 578.8 561.0 10,880 9,010 98,387 95,370 
an 9 Bates Ore ...-.. 39.8 53.4 525.2 543.4 33.830 45,390 446.420 461,890 Dutch wesc ee eneveresens 55.0 41.0 452.0 112.0 10,010 7,462 82,264 20,384 
coh pp 229,918 2,300,972 2,232,101 FUE aide ec encccsse, 21.0 20.0 234.0 203.0 3,906 3,720 43,524 37,758 
{New York Times Magazine .... 3219 270.5 2,707.0 2,626.0 273,623 Z 
3355> Fisa “WTS “DERE TIMI. TOI WM i oo ces Sayed. 149.0 137.0 1,297.0 1,217.5 26,075 23,975 227,062 213,062 
WE GD Vedcesccccicss SLT 3239 3,232.2 3,169.4 thie os f sanaer ob Ge Gad French Swiss ............ 28.5 21.0 315.5 285.0 4,988 5,425 55,213 49,875 
f Five issues in November 1958; four issues in November 1957. + Not included in totals as it is a ES iisc vv'aniy ess 124.0 112.0 1,337.0 1,091.0 22,568 20,384 243,334 198,562 
3 Markets Group. German Swiss ............ 37.5 325 357.5 326.0 6,825 5,915 ,065 59,332 
ma Less ES cs xan one edean 102.0 105.0 865.5 866.0 18564 19,110 157,521 157,612 
[sy Rs soos kb oebaGen eas 71.0 820 6230 682.0 12,022 14,924 113,386 124,124 
RR eet, ua ~ “tee - —Yile-~- elie ~~ aoe a ann 107.5 92.0 1,050.5 10205 18490 15,824 180,686 175,526 
1958 1957 1958 GE coon Sk cnmenlces 42.5 54.0 541.5 486.5 7,140 9,072 75,852 81,732 
Comics Magazines |< EE aa Ri 78.0 755 675.5 6325 14196 13,741 122,941 115,115 
; : 84.0 2,646 2,646 31,752 31,752 New Zealand ............. 23.0 325 349.0 387.5 4,186 5,915 63,518 70,525 
eee bee et” ob. we oe oe ee RO IN peso see ecees 51.0 435 4810 466.0 8670 7,395 81,770 79,220 
Seep Contes Orem... — he 2s. 2 oe ce SO «ST Soe Oiey........., 35.0 48.0 508.0 4610 6370 8736 92,456 83,902 
: aoe Geate Sie penree IN co. ba caxs 1145 95.0 10195 939.5 20,037 16625 178,412 164,412 
"Blue Unit ; 7.0 6.0 64.0 73.1 2,646 2,268 24,030 27,792 South African .......... 87.0 94.0 981.0 1,030.5 15,573 16,826 175,599 184,460 
Red Unit ............... 80 75 680 806 3,024 2835 25,715 30.497 | Southern Hemisphere ...... 245 36.0 339.0 3900 4459 6,552 61,698 70,980 
rag ala Ae Bo WS BWSEl +jyer Sse Vrs Yale Wass | Swedin ............., -. «6 55.00 0»=s-« 53.0-s«542.5 «= «455.0 ~—-_:10,230 9,858 100,719 84,630 
¢ Published bi-monthly; cumulative figures shown are for combined November-December issue. ge eeree se rt 1,826.6 1,784.1 17,6605 16,689.7 335,136 338,502 3,287,186 3,122,463 
§ Because current month linage figures for several publications are not yet available this group is broken into a December 
Canadian National Weekend Newspapers (Rotogravure Linage) section and a November section. + Four issues in December 1958; five issues in December 1957. 
. . 44,133 57,485 614,294 757,643 
rg” ay RE HERAT os aa? 1 or9 53,523 40,740 702,864 697,970 ca P A yarigg eral aos Lines, = ae a 
ORS A ae 520 523 11,1019 1,028.2 45,497 45,736 964,187 74 . ‘ ¥ o : ‘ ° ‘ 
Seestand  Shepesioe ifs AE RS 728 66.7 1,241.7 1,2109 70,992 65,013 1,210,726 1,180,682 1958 1957 1958 1957 1958 1957 1957 
Tota) Group ......---+0: aS «DTD TeOTl Bere Daiss Wes 3a92071 3536038 | Foreign (November) 
+ Due to a strike one issue was not published in October 1958 and two other issues (one in October and the other in | Life International: = 
November) carried but a few lines of advertising; four issues in December 1958 and five issues in December 1957. International Edition ...... 82.4 100.0 809.1 $11.2 56,100 68,000 550,205 551,650 
Spanish Edition .......... 67.0 85.6 630.3 736.2 45,560 58,310 428,655 500,650 
Newsweek: 
Canadian Pacific Edition ........... 610 758 6834 751.5 25,620 31,850 287,035 315,630 
Canadian Homes & Gardens ... 30.3, “2 yo yond _- pd “a ag European Edition ......... 66.4 76.1 732.4 719.9 27,888 31,955 307,631 302,365 
SEE “bc adataseeccoosee 34. L. . 5 5 ’ , Time International: 
ow are , Whe sae 425 S11 373.1 4045 18,232 21,922 158,808 172,144 Time-Atlantic ............ 118.1 133.1 «1,168.1 1,235.7 49,595 55,895 490,595 518,945 
NE Bo 64.9 82.2 a or bas oa pa gmy athe Time-Latin American ...... 99.4 135.2 1,116.0 1,233.7 41,720 56,770 468,720 518,105 
Sn ae, cast iaian 38.6 55.7 . ; d ¥ ; Time-Pacific ............. 102.0 1035 9016 973.3 42,840 43,435 378,630 408,765 
Reader's Digest: Vision: 
English Edition ........... 91.0 200.8 Lane or ge — — a tVisao (Portuguese Edition) 182.0 166.8 1,696.5 13798 76,440 70,075 712,670 579,530 
French Edition ........ 90.0 106. 144. 064. k ‘709 | = Mexican Edition .......... ee a Sea 9,310 8, 75,810 74,480 
Revue Moderne .......... pha 23.3 253 2484 2817 15,863 17,230 168,914 191,574 Spanish Edition ........... 90.4 824 836.2 757.0 37,975 34615 351,190 317,940 
Revue Populaire ............ 174 17.0 192.5 229.0 12,203 11,861 134,779 160,376 widek tien 309 S708 Bysal Bisse 7i3.048 459,865 051.140 4.088.060 
ons s oXecgetkess 21.5 25.5 184.0 324.0 15,034 17,847 128.825 226,920 <5sad enameled bate, deste shen ’ — 
Sseterday MONO \cnacandinea 56.6 39.1 4282 309.9 23,773 16,431 176,935 130,290 ¢ Four issues in November 1958; five issues in November 1957. 
+ hi -! editor. Later he served successively r . Led 
‘Vision’ Boosts pa : ae Ave. also has been ef-| Fpqnk Clancy, 67, Gitte apres Almonr i Ayer Clients Win 
Martin Livergood, formerly | pondent, city editor and circula- 


midwestern manager of Vision, has | 
been named western manager of) 
both Vision and Printers’ Ink. He! 
succeeds John D. Murray, who has 
resigned as midwestern sales man- 
ager of PI (AA, Dec. 8). Consol- 
idation of the Chicago office of 
the two publications at 360 N. 


SAVE $50% 
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All NEW 
for 1959! 


BACON’S 
PUBLICITY 
CHECKER 


The only complete guide to the nation’s 
business, farm and consumer magazines 
can save you $50 per release. Selects the 
right magazines for your list. Ends wasted 
money in photos, addressing and postage. 

The Checker is coded to show what 
material is used by over 3450 publications, 
Listings complete with editor's names, 
addresses, circulation, publishing com- 
pany and issuance date. Complete 336 
page manual —just $18.00. Send today. 


——--—ON APPROVAL — — — 


Send me on qemet copies of 
! Bacon's Publicity Checker 1959 at $18.00 ea. | 


| 


1 Bilt: OME CO MY COMPANY | 
| Nome 
] Firm " 

Addre | 
j City State ' 


BACON’S CLIPPING BUREAU 
14 E. Jackson Bivd., Chicago 4; Iltinois | 


. ¥ sei ea an 


_Henderson Plans Building 
Henderson Advertising Agency, 
Greenville, S.C., will build a new 
two-story office building for $175,- 
000. The building will contain of- 
fice space for the 50 persons now} 
employed by the agency, plus room 
for an additional 25 persons. Oc- 
cupancy is planned by June 1. 


‘TV Guide’ Boosis Hoffman 


Jules L. Hoffman has _ been 
appointed advertising promotion 
manager of TV Guide, Philadel- 
phia. Formerly on the magazine’s 
national promotion staff, he suc- 
ceeds Nelson H. Futch, who has 
been named merchandising serv- 


|ices director. 


Smith toWeekly Rep . 

Charles E. Smith, formerly with 
H. K. Meyers & Associates, has| 
joined Weekly Newspaper od 
sentatives Inc. as manager of the) 
West Coast office. 


Joe Gans & Co. Moves 


Joe Gans & Co., New York agen- 
cy, has moved to 527 Madison Ave. 


‘Buffalo Courier’ 


Chairman, 1s Dead 


BuFFALo, Dec. 16—Frank J. 
|Clancy, 67, chairman of the board 
| of the Buffalo Courier-Express and 
ja veteran of 46 years in the news- 
paper business, died Dec. 11 in 
| Buffalo General Hospital. He had 
been a patient there for nearly 
four weeks. 

He was active in the newspa- 
per’s directorate until the latter 
part of 1957 and had gone to his 
office regularly until the middle 
of last year, when ill health inter- 
rupted his routine. 

Alert and keen of mind, Mr. 
Clancy was a man of retiring dis- 
position who remained consistent- 
|ly out of the limelight. He brought 
to the Courier-Express an experi- 
ence gained in both the business 
and editorial departments. 


} 


|@ Born Jan. 15, 1891, he was grad- 
| uated from Elmira Academy at 16 
'and went on to Union College. In 
11910 he became a proofreader on 
the Elmira Advertiser. He came to 
| Buffalo in 1913 to join the staff of 
ithe Buffalo Express as telegraph 


tion manager. 

When the Courier and the Ex- 
press merged in 1926, Mr. Clancy 
was appointed business manager, 
and in December, 1941, he was 
named general manager, succeed- 
ing the late Eugene C. Murphy. 
Earlier that month he had been 
elected treasurer of the company. 


ARTHUR J. BAMFORD 

Cuicaco, Dec. 16—Arthur J. 
Bamford, 79, exec vp of American 
Trade Publishing Co., New York, 
and director of its western divi- 
sion, died at his home here Dec. 
12. He had been in poor health for 
some time, but his sudden death 
was unexpected. 

Mr. Bamford and his brother 
Frank co-founded Bakers Weekly 
in 1907. The organization they be- 
gan has since expanded to include 


|publication of Biscuit & Cracker 
| Baker and Feed Age under the 


American Trade Publishing Co. ti- 
tle. Frank S. Bamford is president 
of the company. 

Arthur Bamford was a charter 
member of the Allied Trades of 
the Baking Industry, a charter 
member of the Bakers Club of 
Chicago and a member of the 
American Society of Bakery En- 
gineers. 


Williams Joins Houck & Co. 

Arthur C. Williams, who has op- 
erated his own agency in Spartan- 
burg, S.C., for the past two years, 
has joined Houck & Co., Roanoke, 
as creative and production director 
for radio and tv. 


Stein Joins Pharmaceuticals 

Joel B. Stein, formerly an ac- 
count executive with Grey Adver- 
tising Agency, has joined Pharma- 
ceuticals Inc., Newark, as assistant 
to the advertising director. 


Two EIA Awards 


PHILADELPHIA, Dec. 16—A_ to- 
tal of 63 entries was judged in 
the first art competition held for 
industrial advertisers by Eastern 
Industrial Advertisers. Two N. W. 
Ayer & Son clients, E. I. du Pont 
de Nemours & Co. and Atlantic 
Refining Co., were among the win- 
ners. 

The contest attracted entries 
from 21 industrial concerns and 
advertising agencies. Winners in 
each of the two classifications, 
color pages and b&w pages, with 
their agencies, were: 


e Color: First place—I. E. Robin- 
son Co., Upper Darby, Pa., Tan- 
nenholtz Advertising, Philadelph- 
ia; second place—SKF Industries, 
Philadelphia, G. M. Basford Co., 
New York; third—Textile Machine 
Works, Reading, Pa., William Jen- 
kins Advertising, Philadelphia. 


e Bé&w: First place—E. I. du Pont 
de Nemours & Co., N. W. Ayer & 
Son, Philadelphia; second place— 
International Resistance Co., 
Arndt, Preston, Chapin, Lamb & 
Keen; third place—Atlantic Re- 
fining Co., Ayer. 


s Judging the entries in this first 
exhibition and contest were Ted 
Edwards, Lee Paper Co.; Sol Coh- 
en, Philadelphia Museum School 
of Art; Robert Krouse, the Art 
Directors Club, and Charles S. 
Doerr, Engineers Club of Phila- 
delphia. 

Representatives of the winning 
advertisers and their agencies will 
receive award certificates at the 
next dinner meeting of the Eastern 
Industrial Advertisers, which will 

be held Jan. 8. + 
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GORDON G. HURT PAUL E. KELLY 


Director of Merchandising Vice-President and Account 
and Advertising Executive, Norge Home 
Norge Division, Appliances 
Borg-Warner Corporation Donahue & Coe, Inc. 


“Advertising Age fulfills a vital role in 
keeping us up to the minute, sparking 
ideas, keeping us abreast of news 
breaking a mile a minute. In the doing, 
Ad Age performs a tremendous service 
for the home appliance industry and those 
of us in its marketing phase—sometimes 
called the ‘profession of immediacy.’ 
For agency and client alike, Ad Age is 


the ticker tape of the advertising world.” 


ABC-TV, Aided by Big Y&R Buy eotene Corey Beene 


Adds (Hearse Dey Programming | A Coffee Marketer Yanks 
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MR. KELLY MR. HURT 


GORDON G. HURT is responsible for a total Norge home appli- 
ance advertising and merchandising effort of nearly $10,000,000 
a year. Before joining Norge in 1957, he was an account execu- 
tive with Maxon, Inc., for three years. From 1947 to 1954, he was 
associated with the Hotpoint Company, where he held several 
positions, including that of advertising manager in charge of 


major appliances. 


PAUL E. KELLY, also a Maxon alumnus, served that agency as 
an account executive from 1948 to 1955. His earlier agency 
associations include Tatham-Laird (account executive and office 
manager) and Young & Rubicam (traffic and production man- 
ager). Prior to coming to Donahue & Coe in 1957, he was 
advertising and sales manager for the Lake Shore Division, 


Electrographic Corp., for two years. 
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Program 


By GEORGE 
Denver Post 


Plans have been announced for a $12 million 


Capehart housing project 


to keep pace with missile training and other ex- 
panded programs that will nearly double the in- 


stallation’s manpower. 

Maj. Gen. Eugene P. Mussett, 
Lowry commander, said the 
Denver project has been ap- 
proved by Air Secretary James 
H. Douglas and the Denver field 
office of the Federal Housing 
Administration. 

It must still be approved by 
the Defense Department and 
congressional action extending 
through fiscal 1960 the Capehart 
Act which authorizes hcusing 
for military. 

The project would provide 
7160 two-, three- and four-bed- 
room family units for airmen 
and junior officers at an av- 
erage cost of $16,200 per unit. 
A site for the housing project 
has not been announced and fi- 
nal selection will be up to the 
Defense Department and the 
Air Force. If possible, the proj- 
ect will be built on federal land: 
2 SITES CONSIDERED 

Some of the units may be 
built on Lowry property and 
some on government land ad- 
jacent to the base, possibly the 
bombing range southeast of 
Lowry where the Air Force will 
construct a $100 million launch- 
ing site for the Titan intercon- 
tinental ballistic missile. 

Funds for the 
come ou 
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7 Pet. Rise 
In Business 
Predicted 


An increase of 7 pct. in 
total business volume in 
Colorado for 1959 was 
forecast Monday by Walt- 
er K. Koch, president of 
the Mountain States Tele- 
phone & Telegraph Co. 

Koch also predicted that 
by 1960 personal income 
in Colorado should be very 
close to $4 billion, an in- 
crease of half a billion 
dollars over 1958. 

The Mountain States T&T 
president maue these forecasts 
at a five-man clinic on business 
conditions at the closing session 
of the Colorado State Chamber 
of Commerce convention § in 
Denver. 


833,700 
Living in 
City Area 


Population of the four- 
county Denver metropoli- 
tan area has soared to 
833,700, an increase of 47.9 
pet. over the 1950 U.S. 
census. 

And the Denver area 
will pass the 900,000 mark 
in 1960 as its population 
mounts to an inevitable 
1 million by 1965. 

The Denver Chamber of Com- 
merce released these figures in 
the semi-annual population sur- 
vey conducted by its bureau of 
business research, 

Aciually, the report re- 
vealed, the Denver metropoli- 
tan area now is home for 
more than 871,000 persons. 
The 37,250 population of Boul- 
der County was not included 
in the estimate, although 
when the 1960 federal census 
is taken it will be for the first 
time. 

The Chamber of Commerce 
estimate, based on « scientific 
formula, shows the population 
in Greater Denver has _in- 
creased by 269,868 persons since 
the 1950 federal nose count total 
of 563,832. 

The report showed clearly 
that the area’s steady popula- 
tion climb continued unabated 
during this summer's national 
recession and is continuing at a 
rate of about 2,600 persons a 
month, some 1,500 of whom are 
newcomers and the rest the nor- 
mal’ increase of births over 
deaths. 

The Chamber's report shows 
an area population gain of 34,- 
900 or 4.4 pet. since the busi- 
ness research made its report 
a year ago. 

Adams County is the fastest 
growing sector of the metro- 
politan area, the report said. 
A total of 914,400 people were 
living in the county on Oct. 1, 
an increase of 54,166 or 134.6 
pet. in the last year. ‘ 

Most of the Adams County 
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Comics, 369,905 
ABC. Publisher's Statement 
March 31, 1958 
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PHOTOGRAPHIC REV!EW 
OF THE WEEK 


Roberts Jacobs Schneider 


GONE WEST—OR JUST GONE?—Cactus (Jack) Roberts, Cliff (Hanger) 

Jacobs, marketing director of Mattei Toys, and Spider (Cy) Schneid- 

er, pause during the shooting of tv commercials for Mattel’s cross- 

draw holster and Fanner 50 smoking cap pistol. Mr. Roberts and Mr. 

Schneider, of Carson/Roberts/Inc., Mattel agency, played actual 
roles in the film, along with the professionals used. 


Crawford . Kobayashi Reed 


ACADEMIC WORLD—Prof. Tasaburo Kobayashi of Tokyo’s Waseda Uni- 

versity visits Michigan State University and meets with John W. 

Crawford, head of MSU’s department of advertising, and Vergil Reed, 

professor of marketing. Prof. Kobayashi, author of the leading Jap- 

anese textbook on advertising, is here to study U. S. methods of ad- 
vertising education. 


MONTE plentation pineavple!—borsting with feid-frewh Mevor— 
te « epectal feature wt your grocer’s January 5th tw Iie! See fowr ware vat 
fairy tekt-frosh DBL MOUNT Vineapple can ait nem sparkle to your meds 
tay tham oll during this yols new DEL, MONTY ~ 


“MORNING, NOON & NIGHT’—California Packing Co. 


are Quaker Oats, Jell-O, Nabisco’s Oreo cookies and 
will promote its Del Monte pineapple with this Kraft cheese. McCann-Erickson, San Francisco, is 
three-page color ad in Life, Jan. 19. Tie-in products the Del Monte agency. 


Advertising Age, December 22, 1958 


RETIRED—When Cleaver-Brooks Co., Milwaukee, donated its calliope 

to the new Circus World Museum at Baraboo, Wis., it ended an 

“unusual and successful promotion campaign.” Cleaver-Brooks used 

the “America,” built in 1903 for Barnum & Bailey and acquired by 

Cleaver-Brooks in 1952, to promote its steam generating equipment. 
Here the unit gets a last cleaning. 


REALISTIC — This 
Christmas tree 
display for Cana- 
da Dry Corp. can 
be folded up 
again and held 
for next year. 
Continental Lith- 
ographers Inc., 
St. Louis, de- 
signed and pro- 
duced the tree. 


PROMOTER—As ‘‘Miss Paramount 
Week,” Sandy Warner will reign 
the week of Jan. 5 when KNXT, 
Los Angeles, will present 12 pic- 
tures to mark its acquisition of a 
new library of Paramount pictures. 


Cooper Pearl Stapp Kilpatrick 


CELEBRANTS—On hand to help mark the 1,000th broadcast of the 

“Grand Ole Opry” over NBC Radio were: Bob Cooper, WSM, Nash- 

ville, where the show originates; Minnie Pearl, comedienne; W. D. 

Kilpatrick, producer; and Jack Stapp, William Esty producer on the 

program, which Prince Albert Tobacco has sponsored for the last 
14 years. 


ASTROLOGY—Raleigh Lithograph 

Corp., New York, is mailing out 

1,000 of these leather-bound calen- 

dars featuring humorous versions 
of the Signs of the Zodiac. 


Head Harrison McCool 


INAUGURAL—Ralph Head, vp and director of marketing, and Maggie 
Harrison, merchandising specialist, Batten, Barton, Durstine & Os- 
born, and Richard McCool, executive secretary, Premium Advertis- 
ing Assn. of America, view exhibits as premium items and ideas went 
on display in BBDO’s first annual premium exhibit for employes. 
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the ONLY WAY to get Magazine Coverage Market by Market 


—WHEN and WHERE you want it—is with 


MAGATIN 
AOVERTi Sine 

Al Twe 
LOca 


i tOvey 
_— 


GRAVURE MAGAZINES 


12 of the best of the 52 Home Edited, Gravure Magazines 
by which you can reach any part or all of the nation 


® Akron Beacon Journal 

® Atlanta Journal and Constitution 
© Columbus Dispatch 

© Denver Post 

® Houston Chronicle 

® Indianapolis Star 


LOCALLY EDITED GRAVURE MAGAZINES... 


® Louisville Courier-Journal 

© Newark News 

® New Orleans Times-Picayune, Dixie Roto 
® Phoenix Arizona Republic 

®@ St. Louis Globe Democrot 

® Toledo Blade 
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Robinson Names Two 

Robinson Advertising Agency, 
Muncie, Ind., has named Robert 
L. Stassen exec vp and Howard 
A. Crum vp and creative director. 
Mr. Stassen will act as account 
supervisor and director of the 
plans board, and will be in charge 
of new business activities. 


‘Dispatch’ Names Sands 

Bob Sands has been named 
assistant to the publisher of the 
Dispatch, Moline, Ill, and will 
head a new department created 
to handle public relations, promo- 
tion and internal relations. He 
formerly was a reporter for the 
newspaper. 


: ; 


Animation Moves Offices 


Animation Inc., creator of ani- 
mated tv commercials and feature 
film specialties, has moved to its 
own $100,000 studio at 736 N. 
Seward St., Hollywood. 
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ECONOMY 


FOR ECONOMY -— for more adver- 
tising for your dollar concentrated 
on those with more dollars to spend 
—use the Morning Courier-Express 
to reach 45.9% of the families in ABC 
Buffalo—and more than 1/3 of those 
in the 8-County Western New York 
Market 
FOR SATURATION use the Sunday 
Courier-Express, the state's largest 
newspaper outside of Manhattan, to 
blanket the 482,108 families in Buffalo 
and the 8 surrounding counties. 
ROP COLOR available both daily 
and Sunday 

Member: Metro Sunday Comics and 

Sunday Magazine Networks 


Representatives: Scolaro, Meeker 
& Scott 
Pacific Coast: Doyle & Hawley 


Buffalo Courier-Express 


Western New York's Only Morning 
and Sunday Newspaper 


Dredge Swamps 
for Profit, Says 
Ellicott Campaign 


BALTIMORE, Dec. $%—An 
campaign urging that 
‘swamp land can be turned into 
valuable real estate has worked 
so well 
Corp., reportedly the world’s larg-| 
est exclusive manufacturer of 
\dredges, that the drive will be 
| expanded in 1959. 

Zachary H. Jaquett, Ellicott ad- 
_vertising manager, told ApVERTIS- 
linc Ace that when the manu-| 
facturer, which has been produc-| 
ing most of the world’s dredges | 
for the past 74 years, decided to 
market a line of smaller dredging 
units, called Dragons, comprehen- 
sive advertising plans were for- 
mulated to mairitain Ellicott’s sales 
position. 

O. S. Tyson & Co., New York, 
handles Ellicott’s advertising and 
marketing. 

Markets already being covered 
|by the dredge manufacturer in- 
cluded the fields of real estate 
land reclamation, highway con- 
struction, mosquito control, water- 
way harbor and port work and 
sand and gravel operations. 


® Research revealed that as a re- 
sult of the current real estate 
boom and need for more land in 
populated areas, previously useless 
swamps could be reclaimed and 
developed, thus furnishing a new 
potential market for construction 
equipment manufacturers, build- 
ers and the entire real estate in- 
dustry. 

Ellicott decided to promote its 
|Dragon line as a money making 
jscheme by creating interest 
among land developers in recov- 
ering and reclaiming low-cost 
land. The company developed a 
brochure, “Turning Swamps into 
| Dollars.” An advertising campaign 
|}was undertaken to attract re- 
quests for the brochure. 

The brochure reveals how in 
many instances swamplands can 
| be bought for private development 
lat less than 5% of their potential 
| value when developed and market- | 
|ready. Examples, illustrations and | 
|technical data are used to explain 
‘how useless muck lands 
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OUTDOOR ADVERTISING 


BOSTON + CHICAGO + DALLAS + DETROIT 


SEATTLE 


OUTDOOR 
ADVERTISING 


says everything 
you have fo sell! 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 
60 EAST 42ND STREET, NEW YORK 17, NEW YORK + ATLANTA 


LOS ANGELES + PHILADELPHIA + ST. LOUIS + SAN FRANCISCO 


| 
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* HOUSTON 
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| 


| BLLICOTT 


ad|; 
useless | ° 


for Ellicott Machinery |; 


DRAGON’ 


swamps can be purchased cheaply 
in high-cost real estate boom areas | 
and converted into building sites. | 
s The advertising schedule for 
“Turning Swamps into Dollars’ | 
included three weekly small-space 
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ARB Network TV Ratings 


Week of Nov. 5-11, 1958 
Copyright by American Research Bureau 
PROGRAM POPULARITY 


Rank Program Rating* 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ...........cccccessesseereneeeeneernnenee 46.4 
2 Wagon Train (Ford, National Biscuit Co., NBC) ...........scsssseseeseseenesnnneenerenns 38.4 
3 TR ee FR FIED vocecicerncccc icc ccconsecsssernscsnesnccsseseessrsscaoncsvosstente 37.3 
4 Hue Gat A Goavet GH 3. Bawmatds, CBS) ....000:..cccccccsecsccosepcosseovevesevsrserseerssncsesssee 36.6 
5 ne I TET, IID... --. cancunoncnsnagosasisnbsienoisvnasoseebeabceatoseesis 35.2 
6 Have Gun, Will Travel (Lever, Whitehall, CBS) 35.1 
7 ns nS IED... cnisnenbsninonnesabisbsecsbonginesasoabaas 35.1 
8 Perry Como Show (Several sponsors, NBC) ...... 34.5 
9 Wyatt Earp (General Mills, Procter & Gamble, ABC) ..0..........ccccccceeceseessnenenee 34.5 

10 Red Skelton (S. C. Johnson, Pet Milk, CBS) .............cccccccccccseessseesesenneeeenneenenne 33.8 

TOTAL VIEWERS REACHED 

Rank Program (000)** 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ..........cccccccssenerseereneerennne 48,450 
2 Wagon Train (National Biscuit Co., Ford, NBC) ...........ccccccccesseseeeeeeeeneesees 44,260 
3 Perry Como Show (Several sponsors, NBC) ................cccccccsccsseesesennseeeeneeeeee 40,560 
4 Chevy Show—Roy Rogers (Chevrolet, NBC) .............ccccccccccesecsseseesceeneneees 40,220 
5 SNE: CTEINDY, PONG) Sh dcirci in cccseaplaisicesencesconssmconsnsnspdbvonovcoeesnin’ 39,960 
6 Have Gun, Will Travel (Lever, Whitehall, CBS) ..............cccccccccccceeeseceeeeeee 38,480 
7 I nn MN, II RID i a cnaccatlamasinensncuciblbehoenpseswihenien 37,590 
8 Perry Mason (Several sp Se sUmIII -pecicidlavtaiiontasiitieiiaiiniesssugiaghinachicsiseccsenttitile 36,510 
9 Wyatt Earp (General Mills, Procter & Gamble, ABC) ............ccccccscsseseeeeeee 36,130 

10 ee I IIIS MII ru sch ecncchcnciniicesursndintbgusinubeeltedethsanensetveinssiiowiia 35,840 


ads in the Wall Street Journal;| + Percentage of homes reached in markets where show appeared. 
** Total number of persons viewing program. 


two-column 20-line weekly ads in 
four Sunday editions of the Miami | 
Herald, Tampa Tribune and Jack- | 
sonville Times Union; assorted ads | 
and publicity in American Builder, | 
Building Products, Construction | 
Methods & Equipment and House 
& Home; and ads in the Latin 
circulated publications Vision and) 
Construccion. 

To date, the ad schedule has 
resulted in 1,061 requests for the! 
brochure. Mr. Jaquett said that! 
heavier schedules will continue | 
in all of the same publications, 
plus Engineering News Record 
and Obras & Martimas, a Mexi- 
can department of public works 
magazine. 

The Dragon and other models 
are also being promoted through 
Ellicott’s own publication, “Dredg- 
ing Progress,” a quarterly being! 
published for the first year and| 
going out to a worldwide mail- 
ing list of 1,600. 


| 
| 
| 


a Mr. Jaquett also reported that 
he has recently returned from a 
trip to Europe, in line with Elli- 
cott’s plans for foreign offices and 
advertising. Ellicott subsidiaries 
include: Ellicott Fabricators, Bal- 
timore; Baltimore Foundry & Ma- 
chinery Corp.; McConway & Tor- 
ley Corp., Pittsburgh; Draques| 
Ellicott France, Paris; and Ellicott | 
de Mexico. 

Ellicott Machine Corp. first at- 
tracted fame when it designed 
special dredging equipment to! 
build -and maintain the Panama) 
Canal. = 


Howland Joins Chilton 

Lyons M. Howland, formerly of} 
National Analysts Inc., has been| 
appointed merchandising research | 
division manager of Chilton Co.’s 
research department, Philadel- 
phia. 


Stillman Joins Sales Statt 


Charles J. Stillman Jr., formerly 
sales manager of Tide, has joined 
the executive sales staff of Gentle- 
men’s Quarterly, New York. 


Want News? 
Information? 


Call on Burrelle’s for clippings from 
daily or weekly newspapers (on 
national, sectional or local basis) 
magazines, trade papers. All read in 
one reading room. Staff of 250. Our 
service is PROMPT . . . THOROUGH. 


VA 


Est. 1888 
PRESS CLIPPING BUREAU 
165 Church St., New York 7, N.Y. 

Phone BArclay 7-5371 
14 E. Jackson Bivd., Chicago 4, Ill. — WA 2-5371 
1456 N. Crescent Heights Bivd., Los Angeles 46 
oem Phone OLdfie!d 6-0304 


Trendex TV Ratings 


Dec. 1-7, 


Program 

Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) 
Perry Como Show (Several sponsors, NBC) 
_Loretta Young (Procter & Gamble, NBC) 


Rank 


 Lucy-Desi (Westinghouse, CBS) .......... 
Maverick (Kaiser, Drackett, 
Wagon Train (Ford, Nabisco) .............. 
Danny Thomas Show (General Foods, 
Wyatt Earp (Genero! Mills, Procter & 


ABC) 


CoVOnNO UWS WH — 


The Rifleman (Miles Lab., Procter & Gamble, Ralston, ABC) 


Have Gun, Will Travel (Lever, Whitehall, CBS) 


1958 


CBS) 
Gamble, ABC) 


* Ratings are based on one “‘live’’ broadcast during the week of Dec. 1-7, 1958. 


Rubber Co. Boosts Clark 

R. T. Clark has been named 
manager of advertising and sales 
promotion of Mishawaka Rubber 
Co., Mishawaka, Ind., manufactur- 
er of Red Ball footwear. Formerly 
assistant manager, Mr. Clark suc-| 
ceeds L. S. Taggart, who retired 
as director of advertising and_/| 
sales promotion after 24 years as 
head of the company’s ad depart- 


ment. 
Pool Corp. Boosts Two 
International Swimming Pool 


Corp., White Plains, N.Y., has 
promoted Robert D. Putman, for- 
merly vp and director of market- 
ing, to exec vp in charge of the! 
marketing division. Named exec 
vp in charge of the communica- 
tions division is Richard J. Wall, 
formerly vp of advertising, sales 
promotion and public relations. | 


Smith Gets Standard Post 

Amos K. Smith has been named 
manager of sales promotion and 
the sales training department of| 
Standard Oil Co. (Indiana), Chi- 
cago, a new position. He formerly 
was marketing manager for the 
northern sales region in Milwau- 
kee, where he will be succeeded | 
by Lawrence B. Kelly, operations 
manager for the region. 


Alexander Signs Film Pact 

Alexander Film Co., Colorado} 
Springs, film producer and distrib-| 
jutor, has signed an agreement) 
|with France-Ecrans, Paris, for the 
|distribution of French-produced 
‘theater commercials in the U.S. 
In addition to its own films, the} 
French company will buy from| 
{other European sources films ac- 
| ceptable to the U.S. market. 


| Sheraton Buys in Honolulu 

Matson Navigation Co., San 
Francisco, has approved the sale 
of four Honolulu hotels to the 
Sheraton Corp. of America. The 
hotels, Royal Hawaiian, Princess | 
Kaiuiani, Moana and Surf Rider, 
are all located in the Walkie | 
Beach area. 


Wade, Woodward & Whitman 
Formed: Adds Sperry Account 

Van Lear Woodward Associates, 
Westport, has been incorporated as 
Wade, Woodward & Whitman and 
has added Sperry Products Inc. 
and its division, Sperry Rail Serv- 
ice, as a new account. The compa- 
ny was formerly with Hazard Ad- 
vertising. 


| Nicosia Adds Account 


American Adhesive Co., Brook- 
lyn, has named William Nicosia 
Advertising, New York, to handle 
its advertising. 


HAVE A BALL—Eagle Rubber Co., 
Ashland, O., is using this store dis- 
penser for its line of footballs and 
basketballs. The one-piece display, 
designed by the Mansfield (O.) di- 
vision of Stone Container Corp., is 
shipped with ten basketballs and 
five footballs as a special Eagle 
promotion, 
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Spaulding Sees 
Hotter Rivalry in 
Hard Goods Field 


CuHIcaco, Dec. 16—John F.| 
Spaulding, new president of Skil 
Corp., Chicago portable power tool 
manufactuurer, last week outlined 
some rigorous marketing conditions 
he expects will prevail in 1949— 
then detailed how Skil has planned 
to meet the challenge with its new 
500 line of do-it-yourself tools, to 
be marketed in January. 

Talking before the Chicago Busi- 
ness Publications Assn., Mr. 
Spaulding asserted that those who 
were perplexed by competitive 
conditions in 1958 “haven’t seen 
anything yet”—but they will in 
1959. 


® Hard goods, hit by the recession, 
he said, are going to fight hard for 
their share of the predicted 1959 
gross national product of $472 bil- 
lion. This, he said, will mean tight- 
er competition, greater cost reduc- 
tion efforts and a generally tough 
year for marketing. 

The extent to which hard goods 
companies succeed in regaining 
their volume, he said, will depend 
on the intensity of their concern 
with three marketing fundamen- 
tals: coverage, penetration and in- 
novation. 

It is in the coverage phase that 
business papers face their greatest 
challenge in the immediate future, 
Mr. Spaulding said. Skil’s business 
publication lineup, he said, is ex- 
pected to handle 50% of Skil’s 
market coverage job in 1959, com- 
pared with 25% in previous years. 
Mr. Spaulding indicated he be- 
lieves business papers generally 
will have to take on similar new 
responsibility. 


s “Innovation in 1959 will spell 
the difference between profit and 
loss,” Mr. Spaulding continued. In- 
novations, he said, can be in the 
product itself, in a new finish, a 
new packaging, a new price or in 
new product uses. “It’s the new- 
ness of something in some way that 
attracts buyers,” he added. 

An example of innovation, Mr. 
Spaulding said, is Skil’s new 500 
line of do-it-yourself tools spe- 
cially planned for maximum turn- 
over at retail. The line uses a min- 
imum of pieces to provide the 14 
most popular tools with the do- 
it-yourself trade. The pieces also 
feature new finishing and a new 
packaging more suitably designed 
for dealers’ shelves. 


® The line will be introduced to 
Skil’s sales force during January 
and will be announced generally in 
February in four-page ads in 
American Lumberman, Building 
Supply News, Hardware Age and 
Hardware Retailer. Color spreads 
in these publications throughout 
the year will continue the promo- 
tion to dealers. 

Consumer advertising will begin 
in March with an ad in The Satur- 
day Evening Post. Other consumer 
publications will be added to the 
schedule as the year progresses. 


# Skil spends about $500,000 an- 
nually on advertising, including ef- 
forts for both its do-it-yourself 
market and its industrial markets. 
Fuller & Smith & Ross handles the 
account. 

Skil’s 500 line represents the 
first major marketing effort by 
Skil in which Mr. Spaulding, its 
new president, has had a hand. He 
joined Skil as president Sept. 1 fol- 
lowing 32 years with Black & 
Decker, Towson, Md., a portable 
electric tool manufacturer. He was 
Black & Decker’s vp and general 
manager from 1950 until he joined 


Skil. + 
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| D'Arcy Adds Five in N. Y. 

| D’Arey Advertising Co., New| 
| York, has named three persons to| 
|its copy staff. They are John G.,| 
| Avildsen, formerly with the Lans-| 
dale Co.; Allan Hirshfeld, returning 


to the agency from Batten, Barton, | 


Durstine & Osborn, and Marianne 
M. Bernabo, previously with Ben- 
ton & Bowles. D’Arcy also has| 
named Charles E. Wilson, formerly | 
advertising research manager of | 
Esso Standard Oil Co., a project! 
research director and John K. Dav- 
ies, previously with Market Plan- 
ning Corp., a McCann-Erickson 
subsidiary, a research account ex- 
ecutive. 


B.S.B. Labs Appoints Scott 

B.S.B. Laboratories, Tulsa, Okla., 
and its distributor, Merchandise 
Service, Chicago, have appointed 
R. Jack Scott Inc., Chicago, to han- 
dle advertising for B.S.B.’s 20/20 
professional eye medication. Test 
marketing on 20/20 has been car- 
ried on in the Southwest, and 
eventual national distribution of 
the product is planned. 


| 


useFut—Both McCall’s and Better Homes & Gardens are bringing out 
displays for supermarkets which make the magazines easily avail- 
able and also promote food products mentioned in the magazines. 


Kinney Joins Evansville Daily 
Kenneth R. Kinney has been 
named promotion manager of the 
Courier and Press, Evansville, Ind. 
He will supervise promotional ac- 


tivities for the advertising, circula- 
tion and editorial departments. Mr. 
Kinney formerly was on the pro- 
motion staff of the Des Moines 
Register & Tribune. 


Catamaran Appoints Wittner 

Catamaran Corp. of America, 
Kansas City, designer and manu- 
facturer of catamaran (twin hull) 
pleasure boats, both sail and power, 
has appointed Fred Wittner Adver- 
tising, New York, as its first adver- 
tising and public relations agency. 
Initial promotion will be on the 
company’s first stock 12-foot mod- 
el, the Tiki. 


)| Firestone Promotes Brubaker 


A. E. (Scotty) Brubaker has 
been named director of public re- 
lations of Firestone Tire & Rubber 


|Co., Akron. Mr. Brubaker, who 


joined the company 17 years ago, 
leaves the post of retail advertising 
manager to take the new position. 


DO YOU WANT THE ACCOUNT? 
. Reach fer oo ee 


Over 1 10.000 reconstructed 
in "58 BLUE BOOK of Business 


vertisers. 50,000 more aveliabie sud- 
scribers. 


Write: V. H. Van Diver, Sr. i 
Fucus: Genbriags thi’ dee 


In Fi orida.. billions in buying power! 


THE TAMPA 


MORNING AND SUNDAY 
. * 


OVER 
rLOE 


a ta op a 
a, ary } 
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records in consumer spending! 


The Sunshine State. 


Floridians. 


Last year, Florida’s more 


More people, more industry, 


Tribune and Times. 


Want more facts? Write us! 


than 8 
vacationers spent an estimated $1.3 billion. 


Billions of dollars are ringing up in the cash 
registers of Florida’s retail stores creating new 


1957 Retail Sales—$5,892,159,000! 

Add the everyday buying power of the 
144,000 new residents who have moved into 
Florida in the first 11 months of 1958, and you 
get some idea of the basic sales opportunity in 


More payrolls—more tourist dollars! 
During the first half of 1958, Florida gained 

296 new industrial plants or major expansions, 

providing new year ‘round paychecks for 10,059 


million 


Conservative estimates indicate that tourist 
spending this year will exceed that figure by 20%! 


Profit by Florida's exciting growth! 


more tourists 


mean more sales. Get your share! 


You can reach the three key market areas of 
this exciting profit-market—at lowest cost—with 
Florida’s three big morning dailies—The Miami 
Herald, Florida Times-Union and The Tampa 


FLORIDA TIMES-UNION 


JACKSONVILLE 


TRIBUNE-THE TAMPA TIMES 


EVENING TAMPA 


THE MIAMI HERALD a 


x REPRESENTED NATIONALLY By 


The Katz Agency. 


Inc. 


Sawyer-Ferguson-Walker Co. 


Story. Brooks & Finley.inc. 
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Paine, Webber to Albert Frank, _ ee ‘ npn ee 
wae nae aor Admen Urged to” Coming 
Research Heart, — 


broker, has appointed Albert i 
Frank-Guenther Law, New York, | Conventions 


, to handle its advertising. Doremus| 
Co. is the previous agency. The! 
company has started a series of 3) 


at, i 


*Indicates first listing in this column. 


to 5-column newspaper ads in 35 
dailies. Smaller ads will appear in 
other cities. The new ads feature 
testimonials of what Paine, Web- 
ber’s investment service has meant 
to its customers. Each is identified 
by name and photograph. This 
newspaper campaign is in addition 
to its regular trade paper and radio 
advertising. 


Seagram Boosts Tabbat 
Bernard Tabbat, director of mar- 
keting of Seagram Distillers Co., 
New York, since 1955, has been 
promoted to western division man- 


ager, effective Jan. 1. He will make | 


his headquarters in Los Angeles. 
Harry Herschberg remains as vp in 
charge of the company’s western 


Mind of Buyer 


CLEVELAND, Dec. 16—Advertis- 
ers need to do more exploring of 


| “inner space”—discovering every- | 


'thing that goes on inside the con- 
sumer’s heart and mind. 

This was urged by John M. 
Shaw, assistant vp for merchan- 
dising, American Telephone & 
Telegraph Co., who would like to 
see advertisers put $100,000,000 
into the research next year. 

In a speech at the Cleveland 
Advertising Club’s advertising 
performance awards lunch, Mr. 
Shaw said: 

“In 1959 American business 
will probably spend more than 
$10 billion for advertising. If we 
set aside only 1% of it we could 


RED TAG—Kroehler Mfg. Co., Naperville, Ill., has designated a wide 
range of furniture for its “Red Tag values” promotion beginning in 
February. Color spreads will run in Life Feb. 23, The Saturday Eve- 
ning Post Feb. 28 and the March issues of House Beautiful and Liv- 
ing for Young Homemakers. Henri, Hurst & McDonald, Chicago, is 


Dec. 28-30. American Marketing Assn., 
national winter conference, Morrison Ho- 
tel, Chicago. 

*Jan. 9, 1959. American Marketing Assn., 
Toronto chapter annual seminar (market- 
ing for management), University of To- 
ronto. 

Jan. 16-17, 1959. Mutual Advertising 
Agency Network, first quarterly business 
and workshop meeting, Plaza Hotel, New 
York. 

Jan. 19-21, 1959. Newspaper Advertising 
Executives Assn., Edgewater Beach Hotel, 
Chicago. 

Jan. 23-25, 1959. Advertising Assn. of 
the West, midwinter conference, San Jose, 
Cal. 

*Jan. 23-25, 1959. National Advertising 
Agency Network, eastern regional con- 
ference, Hotel Statler, Washington, D.C. 

Jan. 27, 1959. Magazine Publishers Assn., 
Midwest regional convention, Sheraton 
Hotel, Chicago. 

Jan. 29, 1959. Assn. of National Ad- 
vertisers, Cooperative Advertising Work- 
shop, Hotel Pierre, New York. 


: Feb. 15-17, 1959. Inland Daily Press 
division. have $100,000,000 for experiment- the agency. Assn., winter meeting, Drake Hotel, Chi- 
ing with techniques of marketing cago. 
and advertising measurement.” Feb. 26-28, 1959. Illinois Daily News- 


Gateway to 
the MOON 


eS Roe ce 
pa SEG. 


over | 


100,00 


Orlando Sentinel-Star 


® Asking why it would be impor- 
tant, Mr. Shaw answered: 

“As a prudent buyer of adver- 
tising I must know the circulation 
of the newspaper in which my ad 
appears and the size of the audi- 
ence that sees my tv spot. This is 
possible thanks to the Audit Bur- 
eau of Circulations and the rating 
services. 

“But I must also know whether 
the ad was read and the spot was 
seen. Also, whether the ad was 
understood as I meant it to be 
and whether the tv spot was 
distinguishable from its surround- 
ing entertainment—and was re- 
tained in the mind of the viewer.” 


s Then, Mr. Shaw said he wants 
to be assured the reader and 


viewer were “favorably disposed” 


2008 


LOUISVILLE 


A Midwestern Industrial Market in the 
Ohio River Valley—the Ruhr of America— 


toward his message. 

“I must know that action was 
taken, that the ad resulted in a 
profit sufficient to justify the 
advertising outlay,” he said. 

Mr. Shaw said everyone is 
agreed that a business, in order 
to succeed, must be guided by 
what the customer wants. 

“But what does the customer 
want first—and most?” 

The process for determining 
this, Mr. Shaw said, “is just as 
scientific as the designing or 
supplying of the wants after you 
know what they are. We really 
don’t know what the public wants 
until we can express it in num- 
bers.” 


# Mr. Shaw said he is glad to 
note that advertisers and their 
agencies are becoming more} 
aware “of the need for basic 
research in the social sciences. 
Management is finding out that 
marketing is its baby, too, and is 
becoming more willing to use 
integrated organization and sci- 
entific precision to get accurate 
answers to marketing questions.” 

He said his own company, 
AT&T, recently set up a “well- 


manned group” to study the wants 
and needs of customers, to develop | 
the devices and services suggested 


“on how rapidly we—and you 
advertising men—can find practi- 
eal and profitable uses for the 
techniques of the psychologist, the 
economist, the statistician, and 
social scientists in general.” + 


Lennen & Newell Adds Two 
Divisions of Reynolds Metals 
Lennen & Newell, Los Angeles, 
has been appointed to handle ad- 
vertising for two divisions of Rey- 
nolds Metals Co., Richmond, Va.— 
the decorative foil division, pro- 
ducer of aluminum foil gift wraps, 
and the Arrow brands division, 
maker of aluminum products for 
the florist trade—both located in 
Los Angeles. Carson/Roberts for- 
merly handled both divisions. The 
decorative foil division has set a 


$500,000 budget for its first con- 
sumer drive in 1959. A series of| 
color pages have been scheduled | 
in Ladies’ Home Journal, The New | 
Yorker, Seventeen and Vogue, plus 
color ads in independent Sunday 
supplements. 

The New York office of Buchan- 
an & Co., which recently merged 
with Lennen & Newell (AA, Sept. 
29), has been handling Reynolds 
consumer markets, packaging 
markets, building products and tv 
talent. 


paper Markets, local and national adver- 
tising managers workshop clinics, Leland 
Hotel, Springfield, Il. 

March 2-3, 1959. New England News- 
paper Advertising Executives Assn., win- 
ter meeting, Parker House, Boston. 

March 5-6, 1959. Assn. of National Ad- 
vertisers, Advertising to Business and 
Industry, Hotel Webster Hall, Pittsburgh. 

March 5-6, 1959. Magazine Publishers 
Assn., Public Affairs Council, Sheraton 
Park Hotel, Washington, D. C. 

March 24-26, 1959. Point-of-Purchase 
Advertising Institute, 13th annual exhibit, 
Palmer House, Chicago. 

April 5-8, 1959. National Retail Mer- 
chants Assn., sales promotion division, 
Eden Roc Hotel, Miami Beach. 

April 7, 1959. Premium Assn. of Ameri- 
ca, 26th national conference, Navy Pier, 
Chicago. 

April 12-14, 1959. Assn. of National Ad- 
vertisers, annual West Coast meeting, 
Santa Barbara Biltmore, Santa Barbara, 
Cal. 

April 12-16, 1959. National Business Pub- 
lications, annual spring meeting, Jokake 
and Paradise Inns, Phoenix, Ariz. 

April 20-23, 1959. Bureau of Advertising, 
American Newspaper Publishers Assn., 
Waldorf-Astoria, New York. 

April 29-30, 1959. International Adver- 
tising Assn., annual convention, Hotel 
Roosevelt, New York. 

April 30-May 3, 1959. Advertising Fed- 
eration of America, Fourth District, Tides 
Hotel and Bath Club, St. Petersburg, Fla. 

*May 4-6, 1959. Assn. of Canadian Ad- 
vertisers, 44th annual conference, Royal 
York Hotel, Toronto. 

May 17-20, 1959. National Newspaper 
Promotion Assn., national convention, 
Hotel Deauville, Miami Beach. 

May 20-22, 1959. Assn. of National Ad- 
vertisers, spring meeting, Edgewater 
Beach Hotel, Chicago. 

May 24-27, 1959. Assc 


itat Th 


by the studies and to test them | Westin Publications, 53rd annual meeting and 
; 5 kk . ghouse Uses Corporate cant s 
where one Daily Newspaper Combination for price and introduction and management erence, Skytop Lodge, 
y pap how to a@uueties and aeli them. Ad Style for Recruit Program Skytop, Pa. 


reaches 99%, of 


the People 


SELL LOUISVILLE FOR ALL IT’S WORTH! 


Ghe Conrier-Zournal 


THE LOUISVILLE TIMES | 


393,614 DAILY COMBINATION + 
REPRESENTED NATIONALLY 


313,034 SUNDAY 


= “You already see the results of 
this work. There are new designs 
and colors for telephones in home 
and office and on the street. You 
will soon see other results,” he 
said. 

How quickly American business 
will fully accept sociological re- 
search and make it a marketing 


BY THE BRANHAM COMPANY 


tool will depend, Mr. Shaw said, 


Ou earth peare, 


— 


good will tomard men 


luke, 2,-14 


A corporate advertising tech- 
nique is being adapted by West- 
inghouse Electric Corp. to the 
company’s engineer recruiting pro- 
gram. Using 72 college engineering 
publications, Westinghouse is run- 
ning a total of 13 advertisements 
on seven consecutive pages of one 
month’s issue. A similar multiple 
ad technique has been used before 
in Time for corporate advertising. 
The ads outline some of the accom- 
plishments of Westinghouse, such 
as the atomic reactor for the Nau- 
tilus; Rayescent lighting; mobile 
radar; high temperature metals; 
commercial atomic energy. 

Final page of the series states 
that these accomplishments are 
typical of hundreds that offer 
graduate engineers a diversity of 
opportunity at Westinghouse. 
Ketchum, MacLeod & Grove, Pitts- 
burgh, is the agency. 


Plymouth Rock Names Copley 


June 7-10, 1959. Advertising Federation 
of America, 55th annual convention, Hotel 
Leamington, Minneapolis. 

June 8-11, 1959. Outdoor Advertising 
Assn. of America, national convention, 
Sherman Hotel, Chicago. 

June 14-17, 1959. Newspaper Advertising 
Executives Assn., summer meeting, Ocean 
Forest Hotel, Myrtle Beach, S. C. 

June 14-17, 1959. National Industrial Ad- 
vertisers Assn., national convention, Fair- 
mont and Mark Hopkins Hotels, San 
Francisco. 

June 28-July 2, 1959. Advertising Assn. 
of the West, 56th annual convention, Ta- 
hoe Tavern, Tahoe City, Cal. 

Oct. 25-28, 1959. National Newspaper 
Promotion Assn., central regional meeting, 
Schroeder Hotel, Milwaukee. 


AM Station Group Formed; 
Seeks Name from Buyers 

McGavren-Quinn, New York, 
radio and tv station representative, 
has formed a new radio station 
group to cover Connecticut. The 
group consists of WNHC, New Ha- 
ven; WKNB, Hartford; WNAB, 
Bridgeport, and WATV, Water- 
bury. 


Plymouth Rock Gelatine Co.,, McGavren-Quinn has _ invited 

; Detail of Boston, has named Copley Adver-|time buyers and media directors in 

4 a tising Agency, Boston, as its agen-| New York agencies to help find a 
ag {around 1500) cy. Harold Lewis Advertising)name for the Connecticut group. 


London, National Gallery 


LA PRESSE 


FRENCH CANADA'S NATIONAL PUBLICATION 


Agency, Boston, is the previous 
agency of record. 


McCulloch Names Peterson 
McCulloch Corp., Los Angeles, 
manufacturer of power chain saws, 
has named Carl A, Peterson to the 
new post of marketing manager. He 
formerly was market research 


manager. 


The winner of the contest will get 
a trip for two to Hawaii. 


Allman Agency Promotes 2 
Wesley H. Farrell and James F. 
Land have been elected vps of 
Allman Co., Detroit. The two men 
have been account supervisors 
and will now serve also as mem- 
bers of the agency plans board. 
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Ad ‘Experts’ in Top 
Management Flayed 
by RAB’s Hardesty 


CuHicaco, Dec. 


fession until it evolves a means to 
ignore self-styled advertising “ex- 
perts” to be found in the top man- 
agement of many companies, a ra- 


dio ad executive asserted here last| | 


week. 

John F. Hardesty, vp and gen- 
eral manager of the Radio Adver- 
tising Burau, told the 54th annual 
convention of the International 
Assn. of Ice Cream Manufacturers 
that, “You don’t become an adver- 
tising authority simply by reading 
newspapers, listening to radio or 
watching television. 

“Many men who become execu- 
tives fancy themselves as advertis- 
ing experts,” he charged, “even 
though they came up through engi- 
neering or some other unrelated 
field. Admen don’t consider them- 
selves engineers or accountants. 
Why should these men consider 
themselves communications ex- 
perts?” 


® Directing his charges particular- 
ly at top management, Mr. Hard- 
esty said: “The title ‘president’ 
does not in itself reflect ability to 
make sound advertising judgments. 
“Too often,” Mr. Hardesty as- 
serted, “company presidents predi- 
cate advertising opinions on their 
own or their wives’ media habits. 
“Thus,” he said, “agencies are put 
in the impossible position of trying 
to sell sensible media policies, ar- 
rived at through experience, to 
close-minded management.” + 


‘Life en Espanol’ to Launch 
Mexican Edition Next May 

Life en Espanol, Spanish-lan- 
guage edition of Life, will begin 


16—Advertising| | 
will never reach maturity as a pro- || 


“> 


TEASER DRIVE—Lain & Son, Chicago funeral director 
and local outdoor advertiser since 1939, began a 
drive to announce its new fifth chapel with the teas- 


er poster at left. Intrigued Chicagoans found out 
later that the signpost marked the site of the con- 
temporary-styled chapel. 


publishing a regional edition for 
Mexico next May. The edition will 
consist of the regular Spanish edi- 
tion plus a special section on Mex- 
ico. Circulation “will exceed 100,- 
000” and rates have been set at 
$1,090 for a b&w page, $1,560 for 
a full-color page. 

James P. Clarendon will be ad- 
| vertising manager of the new edi- 
|tion. He has been on the sales 
| staff of the Life international edi- 
tions since 1954. Xavier Romero, 
b> ragggee advertising copywriter for 
| Life en Espanol since 1952, has 
|been named to the sales staff of 
the new edition. 


Capitol Records Boosts Three 

Following recent organizational 
changes of executive assignments 
at Capitol Records, Bill Tallant, 
new national merchandising ad- 
ministrator, has announced several 
promotions. Dick Rising, national 
sales promotion manager, becomes 
director of the merchandising 
department; Steve Auld, formerly 
head of the advertising production 
department, becomes director of 
advertising; Vic Rowland, former 
| manager of press relations, is now 
| director of press relations. 


‘Cutler Will Head 


New EWRR Industrial 
Unit in Los Angeles 


Los ANGELES, Dec. 16—The fron- 
tier disappeared from here years 
ago, but the Los Angeles office of 
Erwin Wasey, Ruthrauff & Ryan 
has served notice it has gone on 
the warpath to add a few more 
industrial ac- 
counts to its scalp 
belt. 

The office here 3 
has formed a sep- G 
arate industrial ih 
division, “a new 
concept in agen- , 4 
cy organization,” 
and the new divi- 
sion is looking 


for accounts 
“based anywhere 
from San Diego 
to the Canadian border.” Donald G. 
Cutler, account supervisor, 
been named manager of the new 
division. 

According to Mr. Cutler, the new 


Donald G. Cutler 


|division will offer industrial ac- 
| counts a specialized, selective serv- 


has 


ice, while continuing to draw on 
the agency’s talent pool and inter- 
national facilities. 

The division starts off with the 
following accounts: Clary Corp.; 
Kin Tel Co., Millivac Instruments 
Corp. and Massa Laboratories, di- 
visions of Cohu Electronics; Gil- 
fillan Bros., and Northrop Aircraft 
Co, # 


Cory Snow Adds Sessions 

Cory Snow Inc., Boston, has been 
appointed to direct advertising and 
sales promotion for Sessions Clock 
Co., Forestville, Conn., effective 
| Jan. 2. Dancer-Fitzgerald-Sample, 
| Chicago, handled advertising for 


Sessions for a few months while the 
|company was a division of Alliance 
| Mfg. Co., Alliance, O., a D-F-S ac- 

count. Sessions became a part of 

Alliance last spring and separated 

again recently. 


Nabisco, Ford Are Sponsors 

In its Dec. 8 issue, ADVERTISING 
| AGE erroneously listed Edsel and 
|General Foods in the Nielsen tv 
{rating as sponsors of “Cheyenne.” 


|The correct sponsors are Ford and | 


| National Biscuit Co. 


Ww 


OUR BEST WISHES 


FOR A MERRY 
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|\Wyckott Adds Salvation Army 
| Wyckoff & Associates, San Fran- 
cisco, has been appointed to han- 
dle advertising for a Salvation 
| Army annuity plan. Western head- 
| quarters of the Army, with the ap- 
|proval of the California state in- 
|surance commissioner, plans to 


| |write annuities for the western 


| states, Alaska and Hawaii. With a 
budget of about $20,000, the plan 
will be promoted through newspa- 
pers, magazines and direct mail 
using the theme “The Gift that Re- 
turns.” 


San Francisco Club Elects 

Jack Wichert, national advertis- 
ing and sales promotion manager 
of Schmidt Lithograph Co., San 
Francisco, has been elected presi- 
dent of the San Francisco chapter 
of the Sales Promotion Executives 
Assn. He succeeds Harry Dangler, 
Trans-World Airlines. Other offi- 
cers elected include Bill Smith, 
Foster & Kleiser Co., lst vp; Dave 
Plant, St. Francis Hotel, 2nd vp; 
Eleanor Lyons, Roos-Atkins, sec- 
retary, and Ron Roberts, Westing- 
house Electric Co., treasurer. 


JUST ASK FOR MARIE.. 
Call WAbash 2-8655! 


Let Marie handle your complete 
mailings —including addressographing, 
addressing, multigraphing, fill-in on 
multigraphed letters and planographing. 


Marie keeps your Mailing List up-to- 
date too and frees you from all the 
detail work. 


Direct Mail has been our business for 
25 years. We pick up your rush copy, 
give quick service, do accurate work 
and guarantee prompt delivery. 


a Lellet Hopp ne 


| 431 S. Dearborn St. + Chicago 5, Illinois 
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Mergers, Month by Mo: th* 


JANUARY 


NAMES BEFORE MERGER 
Sven Thornblad Sales Engineering Co., 
CO CE ae F. P. Walther Jr. & As: -iates 
F. P. Walther Jr. & Associates, Boston 


NAME AFTE: “MERGER 


eG PGI, istic nnsencinsienssincsicbivxomesene Cole, Fischer & Rogow oter unmerged) 
Cole, Fischer & Rogow, New York 
Burke Dowling Adams Ine. ......cccccccccererseseeeee -Adams-Allison Co., division, Burke Dowling 
J. Howard Allison & Co., Atlanta Adams inc. 
“Sion a oe eT ee Silton Bros. Callaway Inc 
Ralph Flynn - | Callaway Associates, Boston 
4 Livingstone Porter Hicks, Detroit .............00000 Howell & Young 
ynn esigns a | Howell & Young Advertising, Oak Park, Mich. 
| 
. 
Popular Science reamvatr 
/ . 
’ ’ | Honig-Cooper Co., San Francisco ..........0000 Honig-Cooper & Miner 
Buys ‘Salesman *"* “© 
Abbott Kimball Co., New York ..0.0....ccccccceeee Grant Advertising 


(Continued from Page 2) 
tinue its new quarters at 355 Lex- 
ington, an address to which POP~/ Locke, Johnson & Co. .....cesenrscnsnmeersennenenne Stonfield, Johnson & Hill 
ular Science Publishing (Outdoor | qo,oid F. Stanfield Lid., Toronto 
Life, Popular Science Monthly) 
recently moved. American Sales- I TITS scaisticcsnesnecssannsennieccceninerenin Richard La Fond Adveriising 
man, he said, will even have use| piorg ta Fond Advertising 
of the former parent company’s 
switchboard and reception room. it NR: oe cichctniersestsesiesciccserrespicien «Copley Advertising 

Mr. Flynn, who succeeded Go -| Robotham Advertising, 8 
frey Hammond as chief executive 
officer of Popular Science Pub- | Marvin Gordon & Associates .............ccccccseeeee Gordon & Hempstead 
lishing in January, °57, while Mr. | Henry M. Hempstead Co., Chicoge 
Hammond continued as board | 
chairman, will now be succeeded | Creative Marketing Associotes, Berkeley ........ MacFarland Advertising 
by Mr. Hammond. The latter has | sacFarland Advertising, San Francisco 
decided to come out of retirement | 
until a permanent successor to} 
Mr. Flynn can be named. 

Mr. Flynn joined Popular Sci- tite, Neal & Battle, Atlanta and New York ..Liller, Neal, Battle & Lindsey 
ence Publishing from McGraw- | Lindsey & Co., Richmond 
Hill, where he had been publish-| 
er of Electrical World and other The Counsellors Group, Doylestown, Pa. ........ Gresh & Kramer 
publications. * | Gresh & Kramer, Philadelphia 


Read Named Ad Manager 
Robert O. Read Jr., since 1950 
administrative assistant with 
American Tag Co., Belleville, N.J., | 
has been appointed advertising | 


i i er. 
and sales promotion maneg | Carvel, Nelson & Powell, Portland, Ore. ........ Compton Advertising 


Compton Advertising 


Grant Advertising 


MARCH 


| David G. Wolaver Advertising 0.0.0.0... Wolaver & Baldwin 
Baldwin & Walker, Cleveland 


APRIL 


| Gerth-Pacific Advertising, San Francisco ........ Gerth, Brown, Clark & Elkus 
Byron H. Brown & Staff, Los Angeles 
Clark & Elkus Advertising, Sacramento 


Anybody interested 
in reaching hish- 
income households? 


The advertiser looking for 
a sure way to reach high in- 


come families now has an 
answer. 

In the New York area a 
great new advertising medi- 
um is taking shape: a maga- 
zine specifically designed to 
give the advertising a most 
efficient means of getting his 
message each week before the 
homeowner who has money. 

Not only get it there—but 
keep it there all week long! 

The new magazine is TV 
Week, which will have an ex- 
clusive distribution system 
guaranteed to reach 150,000 
of the highest income families 
in Greater New York. It will 
reach them at a rate you can’t 
afford to miss. These families 
have an annual effective buy- 
ing power of nearly $2 billion. 

With its proved editorial 
format, handy size and top- 
notch entertainment fea- 
tures, TV Week will attract 
attention—and hold it. With 
only 11 pages of advertising, 
every ro will be in the spot- 
light. If you’re selling luxury 
goods, premium foods, auto- 
mobiles, travel services, ap- 
pliances, mail order special- 
ties, or anything else that 
costs money, TV Week is your 
magazine. 

See this smart new maga- 
zine for yourself. Write or 
phone today for a copy and 
rate card! Write or phone: 
J. Wendell Sether Associates 
Inc., advertising representa- 
tives, 15 East 40th St., New 
York 16, N. Y. Phone: Lex- 
ington 2-9450. 


| Abbott Kimball Co., San Francisco .................. Grant Advertising 
Grant Advertising 
| Berke Co., Sethe ........0..-cesecosserseserseceeessovecentes Grant Advertising 
| Grant Advertising 
Julian R. Besel & Associates 2.0.0.0... Van Der Boom, Hunt McNaughton 
Van Der Boom, Hunt McNaughton, Los An- 
geles 
| Roland McCreary Advertising .......ccc.cs0 Griffith Advertising 
Griffith Advertising, St. Petersburg 
MAY 
| Kastor, Farrell, Chesley & Clifford ................ Kastor, Hilton, Chesley & Clifford 
Hilton & Riggio, New York 
| Klau-Van Pietersom-Dunlap, Milwaukee ........ Klau-Van Pietersom-Dunlap 
| Critchfield & Co., Chicago 
he Wc I Oe Me actpricnsncsphlncirectensossecevved MacFarland Advertising 
MacFarland Advertising, San Francisco 
JUNE 
Banning Co., Los Angeles ............ccccccseeseseenees Reach, McClinton & Co. 
Reach, McClinton & Co. 
Merchandising Factors, San Francisco ............ Lennen & Newell 


Lennen & Newell 


Seklemian & North 
Calkins & Holden, New York 


Calkins & Holden 


Harris, Harlan, Wood division, 
Fletcher D. Richards Inc. 


Brooke, Smith, French & Dorrance of 
the Pacific Coast 


Harrington, Richards & Morgan division, 
San Francisco 
Fletcher D. Richards Inc. 


Randy Advertising, Toronto Randy-Richards Advertising 


Fletcher D. Richards Inc. 
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NAMES BEFORE MERGER NAME AFTER MERGER 


C. B. Juneau Inc., Beverly Hills .............00000000- Gage, Booth & West 
Allen & Marshall Advertising, Los Angeles 


JULY 


Goldthwaite-Smith Advertising, San 
EIEN: ‘sivciiitissceasituesubovindabersenrsevensessonsasstninel Compton Advertising 
Compton Advertising 


Alfred L. Lino & Associates, St. 
I NR i Alfred L. Lino & Associates 
Fuchs, Zemp & Celander, Gulf Beaches, Flo. 


ee ee Bernard B. Schnitzer Inc. 
Bernard B. Schnitzer Inc., Los Angeles 
AUGUST 
INA: HUNININIIEN i nitertcnkscecsnchapsthoesnginesjevasteeeenll Lennen & Newell 
Cc. L. Miller Co., New York 
PUREE MITE, cccccssecivsicacnsesecostcocntntocbssvoad Kameny Associates 
Kameny Associates, New York 
Goodman Advertising. o.........cccccccccccssseeecseesnend Goodman & Rouse 


Stiller, Rouse & Hunt 


George Stiller and Don Hunt of Stiller, 


PN OOD sto tritciensscsrvolessseeusolonscecentapis Stiller-Hunt Advertising, Beverly Hills 
H. M. Gardner & Associates ..0...........ccccccccee Dreyfus Co. 
Dreyfus Co., los Angeles 

SEPTEMBER 

PN A Ith Sesncsanictencct Sosschiccbectabcsetinbend Lennen & Newell 
Lennen & Newell, New York 
Charles J. Charney 8 Co. oo..cccccccecssceseesseenrees Charles J. Charney & Co. 
Carl S. Leeds Co., New York 
NY SPI Gistscascnsscotcgtasestdvccap-cnacveletiesnuisenvnes Roy S. Durstine of California 


Roy S. Durstine of California, San Francisco 


Posner-Zabin Advertising ..........cccccccccsceseeseee Posner Zabin Loewy Stempel 
Loewy-Stempel Advertising, New York 


SIN OI UI is ctich a desgdicossesssictioneccondensaend Clark & Bobertz 
Bingham Technical Advertising 

Castle-Werner 

Clark & Bobertz, Detroit 


OCTOBER 
Peck Advertising, New York ...........cccccccceeees Doner & Peck (in New York) 
W. B. Doner & Co., Detroit 


Alfred J. Silberstein-Bert Goldsmith 
Ba NE NID aaetncescuehandantbtinenhecsssTerisnecensned North Advertising 
North Advertising, Chicago 


Lee Donnelley Co., Cleveland ...0............ccccc000 Clark & Bobertz 
John B. Hickox Inc., Cleveland 
Clark & Bobertz, Detroit 


} 
| 


W. Robert Mitchell Inc., New York ................ Davies, Mitchell & Voorhies 
| J. Voorhies Advertising, New York 


Bear Advertising & Associates, Los Angeles ....Buss, Bear & Associates 
R. H. Buss & Associates, Los Angeles 


NOVEMBER 


Emil Mogul Co., New York ..........:cccccccesseesee Mogul, Lewin, Williams & Saylor 
Lewin, Williams & Saylor, New York 


ee a eS ee Reach, McClinton & Pershall (in Chicago) 
Reach, McClinton & Co., New York 


Hoffman & York, Milwaukee ............0.ccccccccceeeee Hoffman, York, Paulson & Gerlach 
Paulson & Gerlach, Milwaukee 


DECEMBER 
Kastor, Hilton, Chesley & Clifford, 


I Fd ccescasitith sansiabiapaicdibadinibhicaoroored Kastor, Hilton, Chesley, Clifford & Atherton 
Atherton & Currier, New York 


Geyer Advertising, New York ............cccc0000c00000 Geyer, Morey, Madden & Ballard 
Morey, Humm & Warwick, New York 


Keyes, Madden & Jones, Chicago ................. Former names retained in respective cities 
Donahue & Coe, New York , 


Reach, McClinton & Co. ........ 
H. B. Humphrey, Alley & Richards 


Reach, McClinton & Humphrey (in Boston) 


Gardner Advertising Co., St. Louis .......0..000... Gardner Advertising Co. 
Paris & Peart, New York 


* As used in this compilation, “mergers” also means affiliations, 
absorptions, acquisitions, purchases and other terms used by 
agencies joining forces. 


Lever Ltd. Names K&E ‘TV Guide’ Boosts Panitt 

Lever Bros. Ltd., Toronto, has} Merill Panitt, managing editor 
appointed Kenyon & Eckhardt Ltd.| of TV Guide, Radnor, Pa., has been 
to handle Canadian advertising for| named editor. The post formerly 
Jim Dandy, Lever’s new household | was held by Walter H. Annenberg, 
cleaner. | aredinhenth of Triangle Publications. 
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Merger Urge Becomes 
Mania as ‘58 Wanes 


(Continued from Page 3) 
major merger was Peck Adver- 
tising with W. B. Doner & Co. to 
form (in New York) Doner & Peck, 
also claimed to be a $20,000,000 
operation. 

September’s merger was -Bu- 
chanan & Co. into Lennen & New- 
ell. In August it was Lennen & 
Newell again, this time with C. L. 
Miller & Co. (L&N, incidentally, 
added more than $20,000,000 in 
billings through mergers _ this| 
year). Tracing through the) 
first six months of 1958, the roster | 
included Seklemian & North with) 
Calkins & Holden (followed by | 
an unsuccessful negotiation be-| 
tween the latter and Burke Dow- 
ling Adams); Kastor, Farrell, 
Chesley & Clifford with Hilton & 
Riggio to form Kastor, Hilton, 
Chesley & Clifford, reportedly an 
approximately $15,000,000 outfit; 
Abbott Kimball Co. into Grant 
Advertising, and a West Coast ac- 
quisition creating Honig-Cooper & 
Miner (which then became Honig- | 
Cooper, Harrington & Miner), re-| 
portedly in the $14,000,000 range. 


® The list here is far from com-| 
plete. Dozens of other mergers | 
were effected the past 12 months. | 
Not all could be classified as merg- | 
ers. Some were “absorptions” or 
“consolidations” or “affiliations.” 
Others were outright purchases. 
All were part of a trend to bigness 
in the agency business. 

One AA source claimed that 
nearly half of all the 150-odd/! 
agencies billing more than $5,000,- | 
000 are currently talking merger. | 
Another said at least one of the 
“top ten” agencies is actively seek- | 
ing a merger with which to shore 
up a branch operation. 


Why Merge? 

One man who has carved out a 
career for himself as a merger 
broker, Robert C. Durham, told a 
convention this fall that merger- 
upon-merger is the destiny of the 
agency business. Speaking before 
the western regional convention 
of the American Assn. of Adver- 
tising Agencies, Mr. Durham con- 
ceded that there will always be 
small specialized shops, but he 
listed five prevalent agency pains 
for which, he said, merger is the 
best prescription: 

1. Tax inequities which hinder 
the building of surplus. | 

2. The money required to ex- 
pand rising non-creative costs. 

3. The need for seryice offices 
in principal cities. 

4. The replacement of capital to 
buy out those who wish to retire. | 

5. The cost of training young) 
people. 


# Mr. Durham thought the best | 
profit picture was in the $50,000,- 
000-and-up billings category. Oth- | 
ers say profits are best in the $20,- 
000,000-and-up classification. 

There are exceptions to both 
premises. But there are fewer ex- | 
ceptions to the rule-of-thumb that | 
the $5,000,000-$20,000,000 bracket | 
is the toughest in which to make a} 
profit. These are the agencies that | 
need all the departments, special- 
ists and services of giant opera- 
tions—but don’t have commensu- 
rate billings. 

Aggravating their squeeze is the 
fact that many clients come into 
an agency, watch their sales mount 
as a result of the agency’s hard 
work and performance, then start 
looking for a bigger-billing shop 
where the client’s fattened new 
budget will be welcomed. 

Not all mergers are successful. 
Often, the easiest ones to con- 
sumate are those bringing togeth- 
er agencies with unequal balance; 
the hardest ones are where the 
blue chips are even. In these un- 


equal affairs, the smaller segment 
is inevitably digested by the big 
agency. But the business’ face- 
saving tradition seldom allows ac- 
knowledgement of the cannibal- 
ism. 


s Many agencies which have dealt 
in mergers, successful and other- 
wise, have found that the biggest 
problems—after the obvious ac- 
count conflicts—involve personal- 
ities, especially when two equal 
groups are uniting. 

The table on the facing page, 
while still not complete, outlines 
the mergers discussed above and 
others. + 


‘Popular Science’ Moves 

Popular Science Publishing Co. 
has moved its office to 355 Lexing- 
ton Ave., New York. 
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CHUCK WORCESTER, DIRECTOR OF NEWS 
AND PUBLIC AFFAIRS FOR WMT-TV, Cedar 
Rapids, lowa, is screening ‘‘Sappy Homiens,”’ 
an educational film produced for the Ameri- 
can Cancer Society by UPA. He has been pro- 
gramming our films for some time. He says, 
“These films deserve Class ‘A’ time. . . they 
are of outstanding public service value. Their 
quality assures a maximum audience.” 


To help save lives is Chuck Worcester’s prime 
motive in scheduling films from our large 
library. Program Directors agree that our films 
do a first-rate job of providing popular enter- 
tainment as they bring vital cancer facts into 
the home. We have free feature films suitable 
for varying time slots and audiences . . . day- 
time shows for women, evening shows for the 
family . . . all designed to alert your audience 
to the facts of life about cancer. For instance: 


“‘Sappy Homiens”’ —a cartoon film, humorous 
but hard-hitting, on the value of an annual 
health checkup; “Just by Chance’’—a dra- 
matic, moving documentary, narrated by Ruth 
Hussey, on the importance to women of breast 
self-examination; ‘Alexander Ten Spot’’ —part 
animation and part live, showing how the 
money your viewers contribute to our Crusade 
supports cancer research, public and profes- 
sional education, and service to patients. 


There are many more films. Use them... to 
fight cancer . . . to save lives. Contact the 
American Cancer Society Unit in your city for 
information about these free films, or write to: 


AMERICAN CANCER SOCIETY 
521 West 57th Street, New York 19, New York 
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You Ought toknow . . 


Scotty Sawyer is pretty well 
known in the industrial advertising 
field. As vp of James Thomas Chir- 
urg Co., Boston, he has been mak- 
ing controversial speeches and 
writing controversial articles on 
various aspects of the advertising 
business for 25 years. 

He is a bundle of paradoxes. As 
a copywriter, he has been called 
one of the best technical copy men 
in the business, yet he has no tech- 
nical background and no knack at 
all for things mechanical. As a 
research man, he distrusts re- 
search. He has probably done as 
much as any other individual to 
promote the use of advertising 
readership services by business pa- 
per publishers, yet he is a constant 
thorn in the side of the services 
because he believes that execution 
falls short of theory. 

The one phase of agency opera- 
tion in which he has had little ex- 


“feeling Jolly 
Because of the season, 

Dons a Santa Claus suit 

For a mighty good reason! 


"Tis right before Christmas 

And all through the land, 
Hundreds of sponsors 

Are feeling just grand! 


Their spirits are high 

And not from libation. 
An increase in sales 

Has caused their elation! 


Hundreds of thousands 
Of L.A. adults 
Heard their commercials 
And produced big results! 


The Los Angeles station 
Which did this big task 
Was KHJ Radio. 
“How?” You may ask. 


KHJ’s Foreground Sound 

Is, simply, the answer. 
No Santa, no sleigh, 

No Dasher, no Prancer. 


_ We hope we've helped you, 


Or that we soon might! 
Meanwhile, Merry Christmas 
And to all a good night! 


LOS ANGELES 
1313 North Vine Street 
Hollywood 28, California 
Represented nationally by 
H-R Representatives, Inc. 


H. G. Sawyer 


perience is media-buying, 
ironically, he has just been elected 
board chairman of the Business 
Publications Audit of Circulation. 


s His full name is Howard Gil- 
more Sawyer, but virtually every- 
body calls him Scotty, despite the 
fact he was born in Boston and has 
no Scottish antecedents or char- 
acteristics. 


during his 


on several programs at Radio Sta- 
tion WJAR in Providence. That 
was in the early 1930s. There were 
more programs and spots than an- 


Scotty and his co-workers took as- 
sumed names as the occasion war- 
ranted. On a disk jockey program 
Scotty Sawyer. The name caught 
ty, and he’s been stuck with it ever 
since. 

But his college days were rela- 


out of Brown for several columns 


“A single audit for business papers 
is just a matter of time.” 


he wrote in the “Brown Daily Her- 
ald” demanding reorganization of 
the college administration, liberali- 
zation of the curriculum, more and 
better professors, and similar little 
changes. Refusing to retract or, as 


yet, | 


He, himself, chose the nickname | 
college days while} 
working his way through Brown| 
University as a multiple announcer 


nouncers to announce them so 


he always announced himself as 


on. People started calling him Scot- 


tively short-lived. He got kicked 


presentations for industrial 
counts, using consumer advertising | 
techniques, which Jim Chirurg) 
used with more or less success. So | 
Scotty went to work for the Chir-| 
urg agency in a small room fur-| 
nished with a desk, a table, a type- 
writer and three kitchen chairs. 
|The first year neither drew any 
| salary. It was the depth of the) 
depression in 1933. 

| So, in keeping with his paradox- | 
|ical nature, Scotty got married. “I 


» |married for money,” he says. “My | 


wife was making $18 a week.” 
| 
= Before long, however, the new) 
agency got several accounts. Jim! 
Chirurg was the outside man, and 
Scotty Sawyer did everything else. | 
“Jim and I learned the agency 
business the hard way,” Scotty 


doing all the detail work our-| 
selves.” Within a year they moved | 
|to larger quarters, got some help | 
and started to make money. 

In 1945 
opened its New York office. Scotty 
went down to New York and took 
charge of the copy department as| 
copy director. He also took charge 
of the agency’s newly organized 
facts division as manager. 

“The facts division,’ Scotty ex- 
|plains, “was created to do more 
| than research. Successful market-| 


|ing takes place in an area between | 


it was euphemistically called, listen| What the advertiser wants to ac-| 


to reason, he left the authorities 


no alternative but to expel him. 


® So he returned to Boston and 
started his career in the agency 
business as a copywriter for Wol- 
cott & Holcomb. That agency at 


the time had the Birds Eye ac-| 


count, which Scotty describes as 
“a copywriter’s dream.” But the 
dream faded a few months later 
when General Foods Corp. bought 
Birds Eye and moved the account 
to New York. Shortly afterward 
the Boston agency was liquidated. 

In the meantime, Scotty had 
become acquainted with James 
Thomas Chirurg, who was just 
starting out on his own as an in- 
dustrial agency operator in need of 


}complish and what the market po- 
| tential is. The job of research is to 
\find and define and learn all that 
can be learned about that area for 
a specific product. If advertising 
is to be successful the advertiser 
must understand his market and 
its viewpoint. The purpose of ad- 
vertising usually is to change 
somebody’s mind. That cannot be 
done unless you understand some- 
thing of what is in the minds of the 
people you want to persuade. 


s “It is the purpose of our facts 
division to provide statistical in- 
formation on a given market and 
also the viewpoint of the market. 
All of our advertising and market- 
ing strategy has to pass the facts 


a 
- . 


_ 


UNIQUE? 


or, just how unique 
can you get? 


Take Farm Store Merchandising. 
It’s the only publication with 
complete, exclusive service to 
more than 30,000 farm store 
owners. So, if Farm Store Mer- 
chandising isn’t absolutely 
unique, what is? 

For information, see BPRD Clas- 
sification 44A or write: 


b-- =+ 

Ss 

' ! 
MERCHANDISING 


says, “by trial and error, and by} 


the Chirurg agency | j 


THE MILLER PUBLISHING CO. 
Box 67 Minneopolis 40, Minn, 
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“The purpose of advertising is usually to change somebody’s mind.” 


accounts. Scotty wrote a couple of| division, which studies a market 
ac-| objectively, and how the people in 


that market area think, and how 
their thinking can be changed or 
influenced in favor of a product, 
which, of course, has to be worth 
while and advantageous to the peo- 
ple who will buy it.” 

During his six years in New York 


Scotty had physical and domestic | 


troubles. He developed ulcers and 
was divorced. As a result of a va- 
riety of treatments and an extend- 
ed period during which he took 
virtually little beside goat’s milk 
and vitamin pills, Scotty is con- 
vinced that “You don’t get rid of 
ulcers by drinking milk. You have 
to change your mental attitude.” 
He evidently did. Returning to 
Boston in 1951, he recuperated, 
and was married a second time in 
1955. His second wife died of can- 
cer the following year, and Scotty 
threw himself harder than ever 


a 


“You don’t get rid of ulcers by 
drinking milk. You have to change 
your mental attitude.” 


into his work and took on more and 
more extra-curricular activities. 


= He has been active for many 
years in the Boston chapter of Na- 
tional Industrial Advertisers Assn., 
and is a former director. He is cur- 
rently a director of the Boston 
chapter of the American Market- 
ing Assn. He is on the committee 
to evaluate copy techniques of the 
Industrial Advertising Research 
Institute. He has been active in the 
Business Publications Audit and 
was elected its board chairman 
last month. 

He has written hundreds of arti- 
cles on advertising for various 
business papers, and has made 
hundreds of talks before advertis- 


PRINTING BUYERS 


FACTS—about roll-fed offset printing 
© Paper in rolls costs less 
Prints 4 times as fast 
Prints 2 sides in one operation 
© Prints and folds on press 
© Two colors at single-color prices 
CATALOGS—CIRCULARS, etc. 


DANNHER Press, Inc. 


Akron, Ohio 
FRanklin 6-6175 


ing, publishing and trade groups. 
He also lectures on advertising and 
marketing at the Harvard Business 
School, Columbia University and 
the College of the City of New 
York. 

He started an unusual organiza- 
tion called J-A-M, which means 
Jazz Ad Men. It maintains a club 
room and hi-fi equipment at the 
Hampshire House, Boston, and its 
20 members, all advertising men, 
meet regularly to discuss and play 


| jazz, and to listen to concerts of 


professional musicians who are in- 
vited to special jam sessions. 


# In addition, Scotty is still a 
sports fan both as participant and 
spectator. Every Sunday during the 
summer he pitches in a soft ball 
double header in Cambridge with 
a team called the Rendezvous Ath- 
letic Assn. He also still plays ten- 
nis and badminton, and took up 


“I’m a night owl. I work best after 
dark.” 


golf last summer. He attends bas- 
ketball and hockey games regular- 
ly, and afterwards invariably re- 
turns to his office to work. 

| “I’m a night owl,” he says. “I 
|work best after dark. Perhaps if 
|I had a more normal home life,” 
|}he admits, “I’d lead more normal 
hours, and probably would get as 
much done.” 

But as it is, he turns night into 
day, and seemingly gets as much 
done as two men without injuring 
|his health. In addition, he finds 
|time for his daughter Valerie, the 
child of his first marriage, who is 
now in her sophomore year at Ben- 
nington, and for Toby, the son of 
his second wife, whom he adopted, 
and who is now in his last year in 
grammar school. 


= Commenting on business paper 
audits, with which he is now close- 
ly involved as chairman of BPA, 
he says, “The big problem is to get 
advertisers to appreciate the value 
of a good audit.” 

On the matter of controlled vs. 
paid circulation, he declines to be 
agitated. “The issue,” he says, “is 
more important to publishers’ rep- 
resentatives, on the whole, than to 
advertisers. As an agency man, I 
believe business papers would ben- 
efit by having a single audit. More- 
over, I’m inclined to think it’s only 
a question of time until there is 
a single audit for all business pa- 
pers. 

“People are beginning to realize 
that the quality of the editorial 
content and the quality of the read- 
ership count for more than numer- 
ical statistics.” + 


Bank of America in Push 


Johnson & Lewis Advertising, 
San Francisco, has built its current 
campaign for Bank of America’s 
“Timeplan Loan” program around 
Santa Claus and the Christmas hol- 
iday, using posters, car cards, in- 
branch displays, newspaper ads 
and tv spots. The agency has placed 
the campaign in more than 100 
newspapers and bought tv spots 
on 14 stations covering the San 
Francisco, Los Angeles and San 
Diego areas. A radio spot campaign 
featuring George Gobel will run 
on 100 stations in California. 
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Nielsen Network TV 
Two Weeks Ending Nov. 22, 1958 


Copyright by A. C. Nielsen Co. 
Nielsen Total Audience* 


Business and Consumer l 
|Magazines Run Council Ad | 
| A three-page “editorial” ad 
| about “a little-known $100,000,000 
|non-profit trust—the Advertising 
| Council—that works for the public 


41 


Look, The Saturday Evening Post| Benjamin Co. is representative for 
and Time. Leo Burnett Co., Chica- | Maco. eS 
go, is the volunteer agency. ah 
St. Louis Commerce Heralded 
Two Join Benjamin Co. “St. Louis—A Great Place to Do 
A. Hughes Wilson Jr., former na-| Business,” is the title of a new 


TOTAL HOMES REACHED good” is running in business and tional ad manager of The Fisher-| booklet published by the First Na- 
raided consumer magazines asa public man Press, has joined Benjamin|tional Bank of St. Louis. The 
Rank Srvepiiie (000) | service. On the business magazine|Co., New York, to direct ad sales} booklet is designed to attract busi- 
; Gissssiadink taliaieaet 0 Minne; Seeeneliand, Cl) 19.446 schedule _are ADVERTISING AGE, | for Maco Magazine Corp.’s outdoor) nesses to the area. The 36-page 
S$ Wan Weil Gard i a 17.270 Broadcasting, Business Week, Ed-| books. Howard Freidberg, formerly | booklet is the second in a series 
3 pre a Saeki Ste book (National Deir Hills Bros., Breck, NBC) =—e 16.960 itor & Publisher, Nation’s Busi-| with Hi Fi House, exhibit hall, has| based on the bank’s national ad- 
y ouy nad L es “ hy er eee Sees si , ness and Printers’ Ink. On the con-| joined the company as ad repre-|vertising campaign. The first edi- 
4 Have Gun, Will Travel (Lever, Whitehall, CBS) | sumer magazine schedule are Life,| sentative for Maco’s Modern Hi Fi.| tion was published in 1954. 
5 Ceara CRITE GIIEIR, TRING) chccrnsciesissisecesonccconsccsreoevesernnccvescstnesinseese 
6 Perry Como Show (Several sponsors, NBC) .0.............0006.60000000 
7 nen I Es sasadr atsbivwanbpseigbedladinipsiiacesath 
8 Perry Mason (Several apemenrs, CBS) .......ccccvessssesescsne- ssesssessscencoresssseoesncsscess 
9 Ed Sullivan Show (Mercury, Kodak, CBS) ....................0 
10 Danny Thomas Show (General Foods, CBS) ..............cccsccsssseeeeeseceeseenneeeens ' 


PER CENT OF TV HOMES REACHED? | 
| 


Homes 

Rank Program 2 (%) 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ..........:ccccccccccceseeeeeeeeecsseeenees 43.2 | 
2 Wagon Train (Ford, National Biscuit Co., NBC) ...........ccccccccsesseesseseneeseenenee 40.6 
3 Shirley Temple’s Storybook (National Dairy, Hills Bros., Breck, NBC) ............ 38.2 | 
4 Cheyenne (Several sp id aici hbatiisibanalountsnbeedvigeridseknmmaresosbassiendoonente 37.8) 
5 Have Gun, Will Travel (Lever, Whitehall, CBS) .................ccccccccccesccecceceseeeee® 37.3 
6 Perry Como Show (Several sponsors, NBC) ............ccccccescssssseeeeenseeereneeneneeeens 36.2 
7 ee nae, TT oid siecechecives vudisovebennsterdeeccasceabencannsbassssben seve 35.5. 
8 ee ID TD I I ca escaitisii ce instasinepsecihcsrecccieicesivesersenincctins 34.2, 
9 Sugarfoot (American Chicle, Ludems, ABC) ............cccscccscsseseceeeesssesseseneseeeneeee 34.2 
10 Desilu Playhouse (Westinghouse, CBS) ..............ccccccecseesseeseseeseeeseeeseseeneseereneees 33.9 
Nielsen Average Audience** 

Homes 

Rank Program (000) 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ............cccccccccseeesseteeeneees 17,661 
2 Have Gun, Will Travel (Lever, Whitehall, CBS) ..................ccccccccccccceeccneeneeere 15,051 
3 Wagon Train (Ford, National Biscuit Co., NBC) .........cccccccceceessesseteeseeeeee 14,573 
4 Danny Thomas Show (General Foods, CBS) ............c.cccccccessseeceeesseesseeseesecees 13,529 
5 Shirley Temple’s Storybook (National Dairy, Hills Bros., Breck, NBC) .... 13,137 
6 Tales of Wells Fargo (American Tobacco, Buick, NBC) ...............ccccccceeeeseeees 12,833 
7 The Rifleman (Miles Labs, Procter & Gamble, Ralston, ABC) ..........0......... 12,615 
8 Ge TE COMME CPI: DIIPGD eines teeesittiessctcorssiesstnaceiviemenrsenpsoncevevwtivecesces 12,615 
9 vm Get A Gaberee CIR) Bs Tee, GIB) a cnsiccesvcciesivcosccsssccscccvsescnsocccsoonsssbee 12,572 
10 Ce Crete, TPs SD pic cderietitstc rs ttcsetc ncaa dincsncsecnccccicsenstincsesnave 12,354 

PER CENT OF TV HOMES REACHED? 

Homes 

Rank Program (%) 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ...........cccccccccceceseesseseeseeseeeeee 41.4 
2 Have Gun, Will Travel (Lever, Whitehall, CBS) 2.0..........ccccccccccccccscsenseceeeeeeens 35.5 
3 Wagon Train (Ford, National Biscuit Co., NBC) o.........ccccccccccesecseeseeseeseeeneees 34.3 
4 Danny Thomas Show (General Foods, CBS) ............cccccssessseseeseeseeesnseecsseeceneens 31.6 
5 Shirley Temple’s Storybook (National Dairy, Hills Bros., Breck, NBC) ........ 30.8 
6 The Rifleman (Miles Lab., Procter & Gamble, Ralston, ABC) .........cccccccccceees 30.7 
7 PR Pee NE PUI BID aicdetenokcecencicniasanarenmerbvoeningpeddbciainioemiucdanens 30.6 
8 Tales of Wells Fargo (American Tobacco, Buick, NBC) ..........ccccccccccccceceeees 30.2 | 
9 Maverick (Kaiser, Drackett, ABC) ..occcccsscsssssssssssssssssss0ssssssssseerssssssssssesseseseseses 29.8 | 
10 Wyatt Earp (General Mills, Procter & Gamble, ABC) .............cccccccecesseeseeeees 29.5 


* Homes reached by all or any part of program, except for homes viewing only one to. 


five minutes. 


** Homes reached during an average minute of the program. | 
7 Percented ratings based on tv homes within reach of station facilities and by each | 


program. 


‘Gazette’ Changes Management 

The Gazette, Haverhill, Mass.’s 
oldest daily newspaper, has an- 
nounced an agreement which calls 
for the newspaper’s operation by a 
new corporation. More than a 
score of New England newspapers 
have formed the Newspapers of 
New England Inc., which will oper- 
ate the Gazette following a stock 
transfer. Frank A. Lawlor, gen- 
eral manager of the Sun, Lowell, 
Mass., is listed as president of the 
new corporation. 


Dole to Repeat Contest 

Hawaiian Pineapple Co. will re- 
peat its Dole jingle contest early in 
1959 in the U.S. and Canada as the 
company’s spring promotion. The 
contest will again offer as its first 
prize five Ford Motor cars—Con- 
tinental, Mercury, Edsel, Ford and 
Thunderbird—or $15,000 in cash. 
The contest, which was “a proven 
success in 1958,” starts Feb. 1 and 
ends April 15. Last year’s contest 
drew about 1,350,000 entries, Dole 
says. 


Kimberly-Clark Prints Manual 
“How to Lithograph Coated Off- 
set Paper,” a 68-page booklet de- 
signed to help lithographers select 
and use coated paper successfully, 
has been published in a new edi- 
tion by Kimberly-Clark Corp., 
Neenah, Wis. The pocket-size man- 
ual is illustrated with 45 pictures, 
diagrams and charts and keyed by 


both a table of contents and a five- 
page index. It is available on re- 
quest from Kimberly-Clark or its| 
printing paper distributors. 


Heinz Adds NBC-TV Show 


H. J. Heinz Co. will sponsor Bert | 
Parks’ show, “County Fair,” over | 
NBC-TV starting Dec. 31. Heinz | 
will drop sponsorship of “Today Is | 
Ours” after Dec. 25. Other daytime | 
Heinz-sponsored shows are “Treas- 
ure Hunt,” “Concentration” and 
“Tic-Tac-Dough.” “County Fair” 
will be seen in 15-minute segments 


on alternate Wednesdays and 
Thursdays. 
Norwood & Lowengard Opens | 


Norwood & Lowengard Associ- | 
ates, a mew agency, has been) 
formed at 968 Farmington Ave., 
West Hartford, Conn. Principals 
are Charles Norwood, former news 
and special events director of 
WHCT, Hartford, and Jerome H. 
Lowengard, who formerly headed 
his own agency, J. H. Lowengard 
Co., West Hartford. 


Colonial Carpet to Pettler 

The newly-formed Colonial Car- 
pet Mills, San Leandro, Cal., has 
named Pettler Advertising Agency, 
Orinda, Cal., to handle all con-| 
sumer advertising. Pat Voorhees, | 
formerly advertising manager of 
Justin Boot Co., Fort Worth, Tex., 
has joined the agency as produc- 
tion manager. 


WANTED 


Y 


11:00 A.M. 
a fl 


11:05 A.M. 


RUSS CANTER 


alias ‘Mr. WBNS" 


MALE NEWSCASTER 28 YEARS 


Distinguishing Marks: 
Height: 
Weight: 


8.2 (latest Pulse Rate) 


Friends with 1,707,400 
Mid-Ohioans 


Size: Leads at eleven 


Characteristics: Warm personal charm 


Keeps sponsors happy 


WBNS RADIO 


CBS - Columbus, Ohio 


Pin this up in a conspicuous place 
Collect the rewards. 
Notify John Blair 
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Among the top twelve magazines in advertising revenue, only three showed 
i a gain for the first eleven months 1958. Two of the three are syndicated 


Sunday magazines...and first in gains, by more than a million dollars, is 


PARADE... The Sunday 
Magazine section of more 
than 60 fine newspapers 
Bi: covering some 3000 markets 
oe with more than 17 million 
Bed readers every week. 
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Advertising 


Feature Section 


Double-Take Pleases the C.M. 


Ideas Need Thinking Time: Woolf 


‘Il Told You So,’ Says Weiss 


Sometimes, the Wrong Picture: Armstrong 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


‘A Course in Advanced Cigaret Advertising’ .. . 


You Can't Train Admen in College Ad Courses, 


Nelson Insists; Refutes Crawford, Sabine 


The article appearing in AA‘s Nov. 3 issue by two Michigan State educators who suggested more 


and better college advertising curricula, including three parts liberal arts courses and one part ad- 


vertising. draws vigorous and biting dissent from agency man James Nelson. Mr. Nelson insists 


that any advertising courses are time wasted for the undergraduate “in those four precious college 


years when he is permitted the luxury of exploring the world’s vast collection of ideas.” You don’t 


train great admen, he reasons, by a study of advertising, by “raking and reraking the yellowed 


leaves of what has already been done.” Nor do you instill a social conscience with courses in ad- 


vertising ethics, he says. Whether you agree or not, you will find this a provocative exposition of 


the value—or lack of value—of education in advertising. 


By James C. Nelson Jr. 
Hoefer, Dieterich & Brown, 
San Francisco 


I will probably lose my gray flannel 
epaulets for this, but I have to do it just 
the same. 

You see, a recent issue of ADVERTISING 
Ace (Nov. 3) carried an article titled 
“Educators Discuss Need for Better In- 
structors, More Broad-Gauge Instruction 
in Advertising.” Hardly an inflammatory 
title, you might say. Nonetheless, com- 
rades, danger is nigh. The professional 
educators, having already learned to 
mass-produce a_ species of journalist 
whose mediocrity can be calculated to 
three decimals, are now ready to take 
on advertising. 


Advertising Cannot and 
Should Not Become a Profession 

We should be grateful for this warning, 
presented in considerable detail by two 
professors. One is John W. Crawford, 
whose prolix title reads: head, depart- 
ment of advertising, division of mass 
communications, College of Communica- 
tions Arts, Michigan State University. 
Mr. Crawford, and his co-author, Dr. 
Gordon A. Sabine, Dean of this same col- 
lege, start from the undeniable proposi- 
tion that “Advertising . . . is a business 
which has not yet become a profession.” 
They then devote their talents to a study 
of how it can be turned into one. 

The problem is, it can’t. Furthermore, 
it shouldn’t be. And finally, even if it 
could and should, the way to do it is cer- 
tainly not through teaching it to college 
undergraduates. 


= For one thing, advertising is neither 
that complex, nor that simple. If it were 
that complex, doggone few of us would 
be in it. If it were that simple, everyone 
would be. Sure, there are the technicali- 


Denver-born James Nelson graduated from Yale 
University in 1943, was a wartime Navy lieuten- 
ant, marketing editor and later illustration editor 
of Business Week, free lance writer for magazines 
and newspapers and author of a book, ‘‘The Trou- 
ble with Gumballs” (Simon & Schuster). He has 
served in his present post a year and a half. 


ties, the problems of media selection, 
copy testing, market research, motive 
probing. I grant that some of this gets 
pretty complicated, involving subtraction, 
long division, and even statistics. But 
mostly what advertising involves is 
thinking. 

Thinking. Bright ideas. Not so bright 
ideas. Guesses. Hunches. Pragmatic solu- 
tions that sometimes work, and some- 
times don’t. 

Noodling the problem around and 
sleeping on it, and carrying it around 
with you all weekend. And then on Mon- 
day morning being able to say, “I’ve got 
it! Why don’t we...” 

Ideas. 


# And where do ideas come from? This 
discussion is older than Zeno’s paradox. 
We still don’t have a definitive answer. 
The most popular assumption‘is that there 
are no new ideas, only new combinations 
of old ideas. 

If this is so, where are new advertis- 
ing ideas going to come from? Certainly 
not from a study of advertising, from rak- 
ing and reraking the yellowed leaves of 
what has already been done. This kind 
of intellectual inbreeding leads only in 
one direction, down. And soon thereafter, 
out. 


® How can we tell? Look around you. On 
every side you will see proof of this fact: 
that the world is already too full of peo- 
ple who base their advertising on other 
advertising. 

To give Messrs. Crawford and Sabine 
their due, it should be noted that they 
do not insist that the student majoring 
in advertising devote 100% of his time 
to the subject. They figure, rather, that 
a three-to-one ratio—three parts litera- 
ture, science, etc., to one part advertising— 
is about right. In education as in mar- 
tinis, however, such a three-to-one ratio 
is too sweet for a really superb product. 


Don’t Substitute 
Technique for Content 

What the authors are proposing, of 
course, is merely the extension of a 


James C. Nelson Jr. 


trend already too popular in present-day 
education, the substitution of technique 
for content. Take, for example, the trend 
in the education of the teachers them- 
selves. The emphasis is on _ teaching 
methods. How to run a sound-movie pro- 
jector. How to motivate students. How to 
help students “adjust.” In fact, so much 
stress has been put on ways to get the 
message across, that many teachers 
have largely forgotten what the message 
was. 

Don’t get me wrong. It’s a great thing 
to be able to run a movie projector. And 
motivate students, and all the rest. But if 
you're going to be a history instructor, it 
seems to me you ought to spend more 
time studying history than you do study- 
ing students. 

This same question—content vs. tech- 
nique—must be resolved for the man 
who is going to be called on to produce 
ideas for advertising. In those four pre- 
cious college years when he is permitted 
the luxury of exploring the world’s vast 
collection of ideas, should he waste one 
of those years learning how to read 
Standard Rate & Data? Or how to write 
mail order copy? Or what to do when the 
client says the layout stinks? 


The careers of successful advertising 
men suggest to me that you can’t ap- 
proach advertising head-on. I have read 
too often the stories of agency heads who 
played in orchestras, sold Bibles door to 
door, shipped out on merchant vessels, 
acted bit parts on Broadway, or worked 
in Macy’s basement, to believe that the 
path to the top can be paved. What 
these men were doing in those years be- 
fore they entered the agency mail room or 
the copy department, was to go on a big 
idea-collecting spree. Eventually these 
ideas and experiences became a portion 
of the raw materiai for those recombina- 
tions we call “new” ideas. 

These top-drawer advertising men keep 
on collecting ideas all their lives, if 
they’re really top-drawer. The collecting, 
sifting, sorting, recombining never stops. 
No wonder they’re the ones who come up 
with the inspired copy approach, the stu- 
pendous media buy, or the unbeatable 
new business presentation. 


How to Stimulate Students 

Whether this desire to keep on learning 
is got through college, or through hard 
knocks, is not the point. The point is that 
the person valuable to advertising gets 
it. And hangs onto it. And keeps on stock- 
ing up ideas, impressions, notions, odd 
bits of information, against the day when 
he will need them. 

Will the student get this kind of stimu- 
lus out of a course in Media Analysis, or 
Advanced Cigaret Advertising? Well, it’s 
a rhetorical question, but I want to 
answer it, anyway. The answer is no. 
Let the college students pursue the kind 
of knowledge colleges were set up to 
teach. And when the student has com- 
pleted his four years, let him take a 
brief vocational course in advertising if 
he wants. And at the same time, let him 
jump in and splash around in an agency 
job, learning from people who can teach 
him faster and with more authority, be- 
cause they’re the actual full-time practi- 
tioners. 


® Technique, however, is not the only 
objective of Crawford and Sabine’s ad- 
vertising education. As they put it, “The 
problem of advertising education . 
becomes one of equipping students who 
choose to make careers in this particular 
field of mass communication with a sense 
of values, with a perspective, with a 
feeling for relationships, with a sense of 
the fitness of things, and above all, with 
the kind of humility that distinguishes 
a truly educated man and the true con- 
tributor to society as a whole.” 

No one needs my help to diagnose this 
as a noble sentiment. Stripped of its 
hearts and flowers, though, is this aim 
different from the aim of any high-grade 
educational process? More important, do 
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we need special courses in advertising 
ethics to achieve it? 

Our two authors worry a good bit about 
ethics, and “the ‘religion’ of communica- 
tions responsibility.” They say it is the ad 
teacher’s job to instill it in their student 
body. But can we assume that the student 
with the warped sense of values is going 
to be set straight by so simple an expedi- 
ent as a course of lectures in advertising 
ethics? And how about the man who's 
reasonably honest to begin with? Is the 
advertising business so demoralizing that 
this man needs the extra stimulus of an 
advertising ethics course to keep him out 
of mischief? 


® The fact is that courses of this kind, 
being oriented toward such small frag- 
ments of morality, rather than toward 
the whole of it, are of little, if any value. 
Rather, they are the natural proliferation 
that results when a college administrator 
says, “Well, if we’re going to offer a ma- 
jor in advertising, Joe, we’ve got to add a 
few courses. How about two units in... 
say, ethics?” 

According to our two authors, however, 
this is not precisely the way it starts. 
Rather, they say, it is a long, three-stage 
evolution. The first stage consists of set- 
ting up the “how-to” courses. Then 
comes, in the words of our authors, the 
“historical and content and ethical em- 
phasis.” Finally, we move on to the third 
stage, the “‘why’ and ‘with what effect’ 
questions of research.” 

In other words, in stage one, we have 
the simple a-b-c courses in sweeping out 
the molehill. In the second stage, we be- 
gin turning the molehill into a majestic 
mountain. In the third stage, we add the 
foothills, gullies and blind canyons that 
guarantee our mountain its ponderous 
place on the curriculum of every right- 
thinking, slightly misguided school in the 
country. 


® It’s that simple. All it takes is time. 
Well, as a matter of fact, there are one or 
two little problems. We may as well go 
into them. 

One of the problems that faces the ad- 
vertising educator, say Crawford and Sa- 
bine, is whether to “shape his curriculum 
as his educational instincts tell him, or 
... listen to the pronouncements of ad- 
vertising practitioners...who resist and 
reject professional advertising educa- 
tion.” 

Quite obviously, if the professional ad- 
vertising man is going to reject advertis- 
ing education, his pronouncements will, 
in turn, have to be rejected by anyone 
trying to establish a major in advertising. 


Ad Education for Consumers, Too? 

The fact that advertising practitioners 
reject the idea of “professional advertis- 
ing education” does not lessen Crawford’s 
and Sabine’s enthusiasm for it. Not at 
all. It merely broadens the target. The 
advertising educator, they say, must edu- 
cate not only the poor student struggling 
ever upward, but must re-educate the 
professionals already in the field. And for 
a clincher, to make sure no one escapes 
the empire-building educator, we find 
that the busy instructor must also give a 
firm advertising foundation to “the stu- 
dent who will be only a consumer of ad- 
vertising.” 

Well, gee whiz, gang! That’s why the 
campaign failed. The ads were great, but 
the “consumers of advertising” hadn’t 
been educated to appreciate ’em! 


® Small wonder then that the two au- 
thors must report, dolefully, these words 
about the poor ineffectual creatures cur- 
rently trying to do a little advertising: 
“So often does the practitioner make 
some statement that displays his igno- 
rance about advertising education that 
some irritated advertising teachers have 
now formed an American Academy of 
Advertising, at least partially to promote 
the work of advertising teachers so they’ll 
be taken more seriously by the profes- 


sionals.” 

Since, as Crawford and Sabine report, 
only 55% of present-day ad _ teachers 
have had any kind of advertising experi- 
ence, one wonders on which side the ig- 
norance lies. 


# This leads us to a second problem, and 
this one really is a lulu. In Crawford’s 
and Sabine’s words, it is, “How do you 
convince the $40,000-a-year vice-presi- 
dent ...that he ought to trade his ulcers 
for 20% of that amount—especially when 
you know the teaching is going to be 
harder and more demanding than most 
advertising assignments?” The italics, as 
you have guessed, are mine. 

Again I beg your indulgence. I know 
teaching—good teaching—is hard. But 
good advertising is hard, too. I don’t 
think Crawford and Sabine should mo- 
nopolize the right to beat their breasts 
about their hard lot. 


s Even if we convince our $40,000 agency 
vp to quit taking life easy and join the 
academic world, his troubies have only 
begun. For, say the authors, “How do you 
then tell him he must undergo the rigors 
of three or four or five years of low-paid 
graduate work in order to ‘qualify’ for 
teaching?” In other words, we’re back to 
the technique-vs.-content problem. Our 
40-G agency man may know all about 
advertising, but until he’s had his five 
years of instruction in student-watching, 
we can’t trust him to impart any of it. 

Fortunately, the danger of having ad- 
vertising majors established in our col- 
leges is apparently not imminent. Even 
Mr. Crawford and Dr. Sabine state that 
advertising education is “in two words, 
immature and uncertain.” 

Journalism, the authors point out, has 
fared a little better. Some 42 schools of- 
fer “fully-developed” majors in journal- 
ism, a figure that Messrs. Crawford and 
Sabine eye a trifle wistfully. Why they 
admire this figure is something of a mys- 
tery, however, for they point out later in 
their article that the graduates of these 
institutions seldom rise to top manage- 
ment positions. It would seem that some- 
one—someone unfamiliar with “the re- 
ligion of communications responsibility” 
—is sneaking in ahead of these numerous, 
carefully nurtured, radar-aimed products 
of the journalism schools. Can’t anyone 
figure out why? 


Advertising Is Very Unlike 
Law and Medicine 

All through their article, the two au- 
thors cast sheep’s eyes at law and medi- 
cine, hoping that some day advertising 
will take its place alongside them. They 
can forget it. Law is a discipline that 
depends on a great body of cases that 
have already been adjudicated. The man 
without specific training in these cases 
and _ their implications gets nowhere. 
What a lawyer does today depends to a 
great extent on things that have already 
been settled. Besides, there’s that diplo- 
ma, plus the bar examinations. Medicine, 
too, has its official hurdles, These all help 
to make certain that the quality of doc- 
tors and lawyers is high, and their num- 
bers low. 

Wouldn’t it be nice if we could do the 
same thing for advertising? Wouldn’t it 
be dandy if we could build a little fence 
around those of us who are already in 
the business, and keep everyone else out? 
But there’s a problem. It goes back to the 
fact that advertising is a business of 
ideas. No school, no diploma, no board of 
examiners can grant a man the exclusive 
right to produce effective ideas. 


® “As advertising education matures,” 
say the two authors, “so will advertising 
mature.” 

Gentlemen, the day advertising ‘ma- 
tures”—in the sense referred to by our 
two authors—is the day that all the ex- 
citement will go out of the business. It’s 
the day when the mass-produced adver- 
tising student will take off his cap and 
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The Creative Man’‘s Corner... 


Advertising Age, December 22, 1958 


with repetition. 


watch on the same arm. 


vertisers are benefited. 


Congratulations on a Double-Take 
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JUVENIA, 


Marked improvement in 
Mariboro filter does not disturb 
or ‘ 


We have liked the Marlboro campaign from the very beginning. It not only 
has been new and interestingly fresh in its presentation, but the presentation 
has been so “right”—it hasn’t seemed forced. It has borne the easy correctness 
of a truly gifted performance—and, as far as we are concerned, hasn’t paled 


We like the new and original addition—as exemplified by these two ads 
from The New Yorker: the introduction of an unusual wrist-watch on the 
model’s arm, and the repetition elsewhere in the magazine of the same wrist- 


It results in a double-take and, we would suspect, a double inspection of 
the Marlboro ad. Thus, through bright and intelligent cooperation, two ad- 


We imagine the idea came from the creators of the Juvenia advertising. We 
congratulate them and we congratulate the people behind the Marlboro ads 
for their readiness to see the good sense of the idea and te tie in with it. # 
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gown, and step into an agency, complete 
with a ready-made set of ideas, ideals, 
and solutions to knotty problems. For 
him, there will be no nasty period of 
learning advertising, because he’ll al- 
ready know it. And he’ll have a shiny 
new set of ethics, even better than the 


Employe Communications... 


boss’s. 

If we ever accept this kind of “ma- 
turity,” the index of mediocrity in adver- 
tising, already alarmingly high, will climb 
out of sight. 

But, on the other hand, it’ll be just that 
much easier to teach. + 


Reference Books for Communicators 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.), 


Communications people are constantly 
beset by problems, and they feel that they 
have more problems than others. Because 
communications people are often scattered 
around the country, lacking direct, per- 
sonal contact with others in the same craft, 
they grow to look upon themselves as 
lonely tenants in a haunted house. In 
such crises, it’s helpful to be able to see 
what the other fellow in the same business 
is doing. 

Con Gebbie, an enterprising publisher 


in New York, has long understood the 
plight of the isolated journalist and has 
tried to do something about it. Commu- 
nications people feel he has done plenty. 
Publisher Gebbie, head of the Gebbie 
Press, 151 W. 48th St., New York, has is- 
sued a thorough and dependable directory 
of house magazines. The directory con- 
tains more than 4,000 complete listings, 
with names, street addresses and specific 
information about the publication’s mar- 
ket and editorial concerns. It is particular- 
ly valuable for the editors of company 
publications, of course, because from it 
the editor may easily build an exchange 
list. It is helpful for the public relations 
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director interested in placing material in 
this growing, important market. It’s a 
mine of information for the free-lance 
writer. Earlier directories in this field 
have lacked the specific information about 
content that editors and others in com- 
munication want, and editors’ names and 
company addresses were either missing or 
lacking. The Gebbie product cancels out 
these objections. It’s a good directory to 
have around. 

Fulfilling another editorial need for 
those in communication is a three-part 
volume called “The .Working Press of the 
Nation,” published by the National Re- 
search Bureau, 415 N. Dearborn St., Chi- 
cago. Recently produced in a new, up-to- 
date edition, it helps solve the reference 
problem in three areas for communication 


people—newspapers, general and business 
magazines, and radio-television. Commu- 
nications men and women in industry— 
principally those in internal, employe 
communication—in the past have had rel- 
atively little need for publication lists. 
Today their managements are assigning 
them in many cases to broader communi- 
cations duties—preparing releases for the 
local press, getting news out to television 
and radio outlets, preparing material for 
business papers. By professional standards 
such a communications man is not yet a 
public relations director, but particularly 
in the smaller concern he has assumed a 
sizable chunk of public relations respon- 
sibilities. This is where the “Working 
Press” volumes, with solid information 
and legible type, will come in handy. + 


From an Art Director's Viewpoint... 


Who Did You Say Makes Trees? 
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By Andy Armstrong 


Scenery gets little play these days, out- 
side of Holiday, Arizona Highways and 
National Geographic Magazine. Railroads 
show you the inside of the train. Airlines 
show you speed, rather than destination. 
Ship lines show you 
nothing, now that sum- 
mer is over. The world 
looks dull. Even Ja- 
maica comes down to 
Mary Martin astride a 
burro on the beach. 

So you take a walk 
through the magazines, 
wishing for a view of 
mountains or seaside, 
palm trees or a Swiss 
chalet. You linger hungrily over the Sa- 
lem greenery—not the town; the cigaret— 
and in those Sweetheart ads your eye 
wanders beyond the gal and her outdoor 
bathtub to the beauty of her locale. 

Wanderlust is what it is. 

You keep hoping some advertiser will 
show you a place that is really inviting— 
worth going to this minute, if you could. 
Not Paris, though. Its tired old props, the 
Eiffel Tower and the Arc de Triomphe, 
currently smell too much of the paste pot 
—flat backdrops for the Pond’s Woman 
and the Marlboro Man. 


Andy Armstrong 


8s No, Paris will not serve, or any lesser 
city, as fit object for your dreams. You 
need something simple, primitive, un- 
spoiled. 

You need a windswept Alp, or a sun- 
baked mesa, or a quiet cove. Something 
noble enough to dwarf the commercial, 
and not too far away. 

The spread above, at first glance, is 
just what your system has been crying 


GEORGIA- PACTFIC 


world’s largest producer of plywood 
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for. This is the forest primeval, and you 
are Daniel Boone. Nary a twig snaps as 
you glide through the wilderness. The 
trees go on forever, as in the time before 
the white men, clear to the Pacific. Pa- 
cific? The word reminds you of something, 
but you shrug it away. Here is the place 
for me, you say; here is my woodland 
home. I will pick up my gear at Abercrom- 
bie’s, and slip off into the boundless tim- 
ber, never to return. 


s But you have goofed away half the 
morning. It is time to get back to those 
media plans. Before you close the maga- 
zine, through habit your eyes drop to the 
Advertisers’ Message. “RESERVED FOR 
GEORGIA-PACIFIC,” the headline says; 
“world’s largest producer of plywood.” 
The cut line:..“View in Georgia-Pacific’s 
hundreds of thousands of acres of prime 
timber lands,” really cuts. The first col- 
umn of copy buffets you around your 
coonskinned noggin with, “These giant 
Douglas Firs will play a vital role... will 
become plywood ... the next decade will 
see an even greater demand for ply- 
wood.” 


® How do you feel now? Do you want to 
step back to the highway to hear the 
breathless story of plywood and Georgia- 
Pacific’s “ownership of one of the na- 
tion’s largest timber reserves?’”’ Or would 
you rather they just showed you their 
product without telling you where it 
comes from? 

Tell you what. Let’s hike out there this 
weekend and fill it full of picnic paper. 
And then burn it all down. 

MORAL: Sometimes, just because it is 
so doggone pretty, the wrong picture gets 
into the ad. # 


Salesense in Advertising... 
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Ideas Should Be Allowed Time to Grow 


By James D. Woolf 
Creative Consultant 


Recently it was my good fortune to en- 
joy a two-hour visit with one of adver- 
tising’s most successful and best-known 
producers of ideas. 

He believes that the copywriter’s great- 
est problem is his nev- 
er-ending fight with 
deadlines. Rarely, he 
says, is the copywriter 
allowed time for quiet 
meditation. 

Nobody, he asserted, 
ever saw Thomas Edi- 
son in a hurry. He 
worked with a concen- 
trated steadiness and 
interminable patience. 
Consulting some notes on his desk, he 
then read to me this statement by Alexan- 
der G. Bell: “You cannot force ideas. 
Successful ideas are the result of slow 
growth. Ideas do not reach perfection in a 
day, no matter how much study is put up- 
on them. It is perseverance in the pursuit 
that is really wanted.” 

Psychologist Allan B. Chalfont once 
put it this way: “An idea can grow... 
Perhaps in the course of several days or 
weeks this thing that started with just the 
germ of an idea has developed into a full- 


James D. Woolf 
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fledged idea, complete with trimmings. 
And in its full-fledged state, it was many 
times as exciting as before.” 

Nearly all creative artists and thinker- 
uppers give their ideas time to grow. Josef 
Hofmann, Paderewski, and Kreisler would 
abandon themselves to hours of “idle” 
reverie. Charles Tellier, the great French 
engineer, once said that in his leisurely 
strolls his greatest discoveries were made. 
Milton, like Maeterlinck, was wont to 
“meditate by quiet brooks.” Thomas Jef- 
ferson labored over his immortal docu- 
ment for 20 consecutive days. John Jacob 
Astor’s most striking characteristic was 
the patience with which he waited for his 
ideas to ripen into full flower. 


s Grenville Kleiser is credited with say- 
ing that “The practice of daily meditation 
is one of the most effective means for de- 
veloping clear and accurate thinking. Con- 
centration of mental energy tends to bring 
into view deep and hidden thoughts and 
thus are great ideas conceived and great 
projects planned. Reserve a definite time 
each day for quiet thinking.” 

As I have said in this column before, it 
is too bad the advertising business is in 
such a hell of a hurry. It is certainly true 
that the copywriter’s greatest problem is 
his never-ending fight with deadlines. + 


* 


Mr. Woolf’s articles are available in a handsomely-bound 383-page book for per- 
manent reference. Price $5.95. Write Advertising Publications, 200 E. Illinois St., 
Chicago 11, Ill., for “Salesense in Advertising,” available on five days’ approval. 


MILTON REYNOLDS—the whirlwind 
promoter who made a fortune on Reynolds 
ball point pens, advertised that they could 
“write under water” and publicized the 
brand name in front page headlines by 
making a record airplane flight around 
the world? 

Mr. Reynolds, whom The New Yorker 
described in 1951 as “a short, gregarious, 
globular man with a restless instinct for 
selling things,” made and lost three for- 
tunes before amassing 
one with breathtaking 
speed (and keeping it) 
in the pen business. 
When he flunked first 
semester high school in 
home town Albert Lea, 
Minn., he set out for 
Chicago to make a mil- 
lion—and did at 26. He 
made it by starting a 
string of tire shops spe- 
cializing in manufacturers’ seconds, then 
lost it all in the stock market. The Florida 
land boom brought him another fortune 
(wiped out in a hurricane) and sale of 
quotation boards to stockbrokers collected 
another (lost in the ’29 crash). 


Milton Reynolds 


s Success returned when he came across 
a foreign-made ball point pen, modified it 
and introduced it here, successfully 
flaunting U.S. patents held by Eversharp, 
which was keeping its ball point off the 
market until perfected. Priced at $12.50, 
the unperfected Reynolds pen (it skipped 
and leaked) was rushed to market in time 
for Christmas shopping in 1945, when 


What They're Doing Today 


WHAT'S BECOME OF... 


merchandise was still scarce because of 
war shortages. The pen went on sale at 
Gimbel’s, which was mobbed and sold 10,- 
000 pens at $125,000 retail the first day. 

Always seeking what he called “the big 
idea,” Mr. Reynolds found it one rainy 
day while idly scribbling with one of his 
pens on a soggy newspaper. The ink (ac- 
tually a dye) held fast. He tried it on wet 
cloth, even on a piece submerged in a 
wash basin. The ink held, and he coined 
the national ad slogan, “It writes under 
water.” The object, he explained later, 
was to get people to ridicule the slogan. 
“While they were talking about it, they 
were telling each other about the pen,” 
he said. “The publicity was worth mil- 
lions.” MacFarland, Aveyard & Co. was 
the agency. In four months Reynolds In- 
ternational Pen Co. had made a net profit, 
after taxes, of $1,558,600. 


® As public interest lagged, Mr. Reynolds 
revived it by financing and making a rec- 
ord round-the-world flight with William 
P. Odom in 1947, giving away free pens 
by the handful along the way. Trip cost: 
$255,000. Reynolds verdict: “Worth every 
penny” (press clipping bill alone was 
$20,000). But a second flight, into China in 
1948, was a fiasco. Mr. Reynolds, his pens 
selling for 39¢ (factory cost, 8¢), quietly 
dropped out of the pen business. 

Today, at 66, he lives in semi-retirement 
in a palatial villa in Mexico. Recently he 
has been active in financing an Israel oil 
pipeline running from the Gulf of Aqaba 
to the Mediterranean and bypassing the 
Suez Canal, + 
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On the Merchandising Front... 


E.B.W. Says: ‘I Told You So’ 


By E. B. Weiss 


I’m sure we all love, periodically, to say, 
“I told you so.” 

Without further ado, therefore, I would 
like to report that the prediction I made 
in a recent AA column seems in process of 
being confirmed. The 
prediction: that we 
would see a return to 
items popular at the 
turn of the century. 
The title of the col- 
umn: “Coming—A Gay 
90s Fad.” The date of 
issue: Aug. 11, 1958. 

In that column, I 
wrote particularly 
about the brisk demand 
that was being experienced for new pro- 
duction cars that are replicas of models 
turned out early in the century. I also re- 
ferred to the return of the gas lamp. 

Of course, the current Empire trend in 
ready-to-wear and home decor goes back 
to the eurly 1800s—but, nonetheless, it 
tends also to focus attention on things 
that typify living early in the 1900s. The 
current rage for so-called Mid-Victorian 
originals and reproductions is closer to 
the point and, in home decor, this is a 
great trend. (Even the cloisonné watch 
pinned to milady’s dress has returned 


E. B. Weiss 


“and, of course, the new “Continental” 


silhouette for men’s suits is a clear 
throwback to the turn of the century.) 


s As a matter of fact, it was at the turn 
of the century that the formal parlor 
typified the better American home. This 
was the room that was used only for 
formal entertaining. Today, in the several 
million homes that now have three living 
rooms, the formal “parlor” has really 
staged a comeback and, in some of its 
decorative versions, it bears a remark- 
able likeness to the parlor pictured in 
“Life with Father.” 

Then there was the so-called “living 
kitchen” that is quite the rage today. 
You may remember when the kitchen 
was shrivelled in size to make it more 
efficient. Now the trend is right back to 
the huge kitchens of yesteryear—and I 
might point out that, at the turn of the 
century, the kitchen was really the living 
room in many homes, including my own; 
we spent more waking time in the kitch- 
en than in any other room of the house. 

But perhaps even more pertinent proof 
of the correctness of my prediction is an 
announcement recently made by the Ar- 
kansas Louisiana Gas Co. 

This large public utility has actually 
bought a “buggy plant.” The reason? “‘To 
satisfy an ever-increasing demand for 
horse-drawn equipment, especially bug- 
gies, throughout the country!” Indeed, the 
utility states that before jumping into 
this venture it had made an “economic 


study to determine the market for horse- 
drawn vehicles.” (I had arrived at the 
same conclusion by hunch; a somewhat 
less costly process and at least as re- 
liable!) 


s Of course, this mounting interest in 
horse-drawn vehicles is part of the re- 
markable comeback of the riding horse. 
When I bought my farm up in Connecti- 
cut some 18 years ago, farms up there 
were bought by New Yorkers either to 
raise dairy cattle or beef cattle. Today, 
horse breeding is “the thing’—and one 
of the problems I encountered in dispos- 
ing of my farm a year or so ago stemmed 
from the fact that the ceilings in the 
barns were not high enough for horses. 

It was not lost on millions of people 
that both Harriman and Rockefeller drove 
Model A Fords on their estates; pictures 
appeared in Life and elsewhere. I’ve 
always considered the Model A to be the 
greatest low-cost small car ever built in 
this country and, with the current de- 
mand for small cars so great, and with 
Harriman and Rockefeller sponsorship, 
I’m sure the Model A could be brought 
back into sizable volume. Of course, I 
would love to see the Model T brought 
back, and I suspect this may happen 
soon; certainly the demand for the Model 
T is strong right now. Moreover, the 
Model T was a car you piloted—it didn’t 
drive you! 

In any event, the boomlet in buggies 
would seem to lend some confirmation to 
my belief that many items that typified 
the period between 1890-1910 are des- 
tined to stage a marketing return. The 
harpsichord may not belong to this pe- 
riod, but it is staging a comeback. Ditto 
for the piano—and 1890-1910 was the 
heyday of the piano. 


s I note that in the New York suburban 
area large homes built early in the cen- 
tury are being sought by large young 
families. I expect even the traditional 
“rubber” plant will be found in these 
homes—remember it? “Animal” rugs are 
coming back, so are parquet floors. 

Even women’s umbrellas, of a type that 
were popular in the very early part of 
this century, are being promoted cur- 
rently by stores that are fashion leaders. 
Still another example, the houseboat, 
which flourished at the turn of the cen- 
tury, is staging a very decided come- 
back. Moreover, the sailboat, which cer- 
tainly preceded the motor boat, has never 
been so popular as it is today. And it 
would appear as though the derby, which 
was so popular early in the century, may 
be brought back—and, of course, last 
summer the straw “skimmer” staged quite 
a return act. 

You continue the list—it’s 
longer di.tiy! # 


getting 


What They Were Saying 25 Years Ago... 


Newspaper ad from a “give an extra 
gift” campaign by the women’s division 
of NRA and the retail division of the 
Assn. of Commerce, Milwaukee (AA, Dec. 
16, 1933): 

“Add a few items to the jolly jumble of 
mysterious packages under the Christmas 
tree. Put Aunt Tillie and Uncle John back 
on the list. Every new name on the list 
will add to the confidence and happiness 
and good cheer that are in the air these 
fine ‘New Deal’ days. 

“Tf you and 100,000 other Milwaukeeans 
become imbued with the ‘New Deal’ 
Christmas and add one person to each of 
their gift lists, that would be 100,000 extra 
purchases from the city’s stores, which 
are supplied by the factories which may 


employ you and your neighbors and many 
of your friends.” 


Charles C. Hicks, Kunsky-Trendle 
Broadcasting Corp., Detroit, in a letter to 
the editor (AA, Dec. 23, 1933): 

“An advertisement for The Open Road 
for Boys struck me so forcibly as in error 
that I must call attention to it. The ad- 
vertisement is headed, “God Rest Ye, 
Merrie Gentlemen.” This is a quotation 
from old and is properly interpreted as 
follows: “God Rest Ye Merrie, Gentle- 
men.” 


Foreword to a booklet distributed to 
salesmen of the W. J. McCahan Sugar 
Refining & Molasses Co. and containing 


sample ads in verse (AA, Dec. 23, 1933): 

“Verse has a distinct advertising ad- 
vantage. It appeals to readers of all ages. 
Moreover, once a reader starts an adver- 
tisement in verse, it is difficult for him to 
stop without feeling unsatisfied. The song- 
quality carries him on.” 


James T. Mangan, director of advertis- 
ing and merchandising of Mills Novelty 
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Co., addressing the Engineering Adver- 
tisers Assn. in Chicago (AA, Dec. 23, 
1933): 

“One of the greatest opportunities to 
improve advertising is in sales corres- 
pondence and direct mail. The stiff, 
stereotyped sales letter which becomes in- 
formal, familiar and human disarms sus- 
picion and resistance and makes it easy 
to get business.” 


One of these art directors is thinking 
about the crisis-free year he’s had 
because copy gave him clean, clear 
roughs—sometimes ahead of sched- 
ule. A whole year without a rush job 
because of late copy! 


Wasn’t it fun to be able to give extra 
time to creative planning because his 
copy partners always came up with 
practical visual suggestions (or at 
least knew what they wanted!) yet 
accepted his adaptations and refine- 
ments with true humility! 


You can see why it has taken him so 
long to say “Merry Christmas.” He 


Greetings of the Season 


Which art director is about to say “Merry Christmas” 
to the copywriters in whose company he has spent 
the past gay, creative and productive 12 months? 


has had his eyes closed (find him?) 
enjoying his dream year. The other 
art directors get along fine with copy, 
too. They have already said “Merry 
Christmas.” 

(The announced lesson for this week 
was: “How to get along with art di- 
rectors who think you are getting in 
their hair by reading this column.” 
This, however, is holiday time. Let’s 
hold off until the new year, when we 
will be able to throw more light on the 
subject by hearing from actual art 
directors on the pros and cons of 
copy’s-aid-to-art and vice versa.) 
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N. Y. Strike Crimps 
Introduction of 
New Smoking Aid 


New York, Dec. 16—The New 
York newspaper strike put a seri- 
ous crimp into the introduction of 
at least one new product: Ventar, 
a metal cylinder about three inches 
long designed to make “cigaret 
smoking safer by reducing the for- 
mation of tars,” by “41% to 72%,” 
was set to bow with a big display 
ad in the Sunday New York Times. | 

But suspension of publication 
last week had the Ventar agency, 
Dittman & Kane, Philadelphia, 
thinking of switching the ad plate 
to a Philadelphia paper and then 
trucking copies into New York to 
push sale of the product at Gim- 
bels, which has ordered 100,000 
Ventars. Gimbels is at the moment 
the exclusive outlet for the prod- 
uct, which will retail at $1.95. 

Ventar will be used by smokers 
this way: an unlighted cigaret is 
inserted; a small plunger is given 
a pull-push; the cigaret is removed 
and shows a circle of tiny holes 
called “valve vents.” Then the 
smoker lights up and smokes “with 
assurance of inhaling less tar” be- 
cause the “single circle of vents 
admits fresh air to mix with the 
column of smoke.” 

The initial ad says that “this ‘air 
conditioning’ makes your cigaret 
burn slower. Much of the tar does 
not form in this slower burning 
cigaret. But smoking pleasure is 
not affected.” Dittman & Kane, 
Philadelphia, is the agency. + 


Hadsell to ‘American Home’ 
Curtis Publishing Co., Philadel- 
phia, has appointed Jess L. Had- 
sell advertising and sales promo- | 
tion manager of American Home, | 
effective Jan. 1. For the past six| 
months, Mr. Hadsell has been on! 
parttime leave to American Home 
from a post as creative manager 
of Holiday. Curtis also has named | 
Charles R. Lawliss, formerly with | 
N. W. Ayer & Son, to the adver-| 
tising promotion department of | 
Holiday. 
} 


‘Sing with Bing’ Set Again 

The Insurance Co. of North 
America will again sponsor} 
“Christmas Sing with Bing,” fea- 
turing Bing Crosby, from 9 to 10 
p-m. (EST) Christmas Eve over 
CBS Radio. INA has sponsored the | 
feature since 1955. N. W. Ayer & 
Son, Philadelphia, is the agency. 


Mayer Mfg. Appoints Geren 

Mayer Mfg. Co., Chicago ad 
specialty and display rack manu- 
facturer, has appointed Geren Ad- 
vertising, Chicago, to handle its 
advertising. Kencliff, Breslick & 
Co., Chicago, formerly handled the | 
account. 
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BLOWUP AND MINIATURE—Only in modified sizes can samples of both 

kinds of Mr. Wind’s works be photographed together. The blownup 

stamp Mr. Wind holds is his prize-winning multilingual UN stamp. 

The posters, shown here in miniature, are typical of Mr. Wind’s work 
at General Outdoor Advertising Co. 


Versatile Adman 


If an outdoor poster artist ever 
appreciated the dimensional free- 


dom of his medium, it’s one who) 


knows the confinement of postage 
stamp designing. Yet, like the 
prisoner of Chillon, a designer can 
learn to like his cramped quarters. 

Such is Willi Wolf Wind, the 
Berlin-born artist who ran Israel’s 
largest packaging and poster de- 
sign shop, Wind-Strusui, until he 
came to the U. S. in 1954 to work 
for General Outdoor Advertising 
Co., Chicago. 


= Internationally known for his 
postage stamp designs, Mr. Wind 
is responsible for the prize-win- 


ning 1952 United Nations air mail) 
stamp bordered in the five UN) 


. . Willi Wind 


languages; the American Dental 
Assn. centennial stamp, to be is- 
/sued in September, 1959; and a 
series of stamps for Israel and the 
new African republic of Ghana. 
His UN stamp helped land him 
on a permanent panel of six art- 
ists who design all UN stamps, 
and his line of Ghana stamps and 
Ghana’s coat-of-arms (he also de- 
signed Israel’s) has put him on the 
Ghana postage design board. 


s “This may sound far fetched,” 
he says, “but sometimes I believe 
it’s harder to design a good post- 
er than a stamp. You have so 


much room on a poster that it’s 
always a temptation to let your 
imagination 


run wild. With a 


STAMP FOR GHANA—A postage stamp for the new African republic of 


Ghana takes shape on Mr. Wind’s 


drawing board under the watchful 


eyes of a watercolor of Mr. Wind’s daughter, Gail. Mr. Wind is a per- 


manent member of Ghana’s 


postage stamp design board. 


FOOD FIELD REPORTER 


708 Third Avenue, New York, N 


gf 


S . 


In the past twelve months, 
food and grocery firms invested 
close to $500,000,000 in con- 
sumer advertising to back food 
promotions! Increasingly, promo- 
tions are becoming the key to 
your food advertising sales. 

Food Field Reporter is the 
one publication that focuses its 
editorial content on food promo- 
tions, marketing and advertising. 
Get maximum impact for your 
selling message in this authori- 
tative medium food men quote, 
reprint, carry into plans meet- 


ings and use in their field selling! 


|stamp, you know you have an 
inch or two—there’s no place to 
go.” 
Despite Mr. Wind’s success in 
stamp designing, though, it’s still 
“only a hobby” with him. Out- 
door advertising, he says, is the 
commercial art closest to his 
heart. Its minimum copy factor 
and infinite design possibilities, 
jhe says, pose a constant and in- 
| teresting challenge. # 


Air Transport Assn., Washing- 
ton, has voted to continue its ad- 
vertising activities in 1959 on‘ta 
budget of $361,800. The campaign, 
which is directed to air mail, air 
parcel post and military traffic, is 
handled by Ketchum, MacLeod & 
Grove, Washington. The formula 
for allocation of cost of the pro- 
gram among the air lines will be 
restudied at midyear, the associa- 
tion decided. 
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Jensen-Salsbery to Wilson 

Jensen-Salsbery Laboratories 
Inc., Kansas City, a division of 
Vick Chemical Co., has named Wil- 
son-Saylor-Ware, Chicago, to han- 
dle its advertising. The previous 
agency was Rogers & Smith, Kan- 
sas City. 

—~ F n 


MFI 
runs are best when printed in 
Screen Process. No sacrifice in 
color or quality, detail or design. 


The cost is low. 
Put Punch in Point-of-Purchase 


Pragal way to get your 
message into the hands of 
over 158,000 marketing men 
and women. Try a classified 
ad in Advertising Age. it pays: 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $18.75 per column inch, 
and card discounts, size and frequency apply. 


1 am enclosing $ 


1___State 


"Clip and mail 
this form to: 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago, Illinois 


4041 Marlton Avenue 
Los Angeles, Calif. 
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Takes Issue With ‘Fatal Fallacies 
in Food Packaging Philosophy’ 


To the Editor: Once again a! package design must be constantly | 
packaging critic sets up his own| renewed.” The italics are mine. 
straw man in order to promote his We are moving at a much faster 
own activities. William C. Nigut| pace today than we were 25 years 
reported in ADVERTISING AGE, Dec.| ago, yet even then there was con- 
8, as addressing a Food Packaging| cern over the marketing life of a 
Council symposium in Chicago,| package design. Packages are re- 
cites “Three potentially fatal fal-| designed more frequently now be- 
lacies in food packaging philoso-| cause competition is not only much 
phy.” |greater but very much more ag- 

It becomes a bit tiresome to hear | gressive. To keep our place in the 
repeated these same old faded | market, to say nothing of improv- 
criticisms which are generalities at! ing it, we have to be ever alert to 
best and never supported by any | anything that will influence the 
real evidence. |customer to select our product in- 

While it is true that there are|stead of that of a competitor. To 
a few people calling themselves | do this requires constant re-evalu- 
package designers who make wild | ation of design in terms of its pat- 
claims to cover their many defi-|tern, its color, its form or propor- 
ciencies, proportionately they are|tion, its ease of handling by the 
no more numerous than the phonies| store in price marking and dis- 
in other fields. And the three|play, and its convenience to the 
“myths” which Nigut sets up are|customer So the package inevita- 
the only points on which we can|bly looks to “be full of freshness 
agree—they are really myths. and youth.” Dutch Cleanser does 
| not appear to have lost anything by 
s For instance, no successful pack-| “freshening” its packaging. And 
aging man has ever said that “to-| most of Nigut’s examples have at 
day’s consumer demands that her) least kept their packages fresh in 
favorite products be full of fresh-| appearance. ~ 


ness and youth and that therefore| Myth No. 2, “. .. Americans to- 


implify your purchase of engravings 
(and 


assure maximum reproductive quality) 


for letterpress and gravure... 


. by ordering from one source: 
America’s finest photoengraving plant. 


COLLINS, MILLER & HUTCHINGS, INC. 


letterpress « gravure 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


|day can well afford the luxury of 
fancy packaging for their food.” 
This one is really worn out. It is 


jinteresting to note that this glib 


|phrase which is used so often is 
never, repeat never, supported by 
any evidence. What fancy packag- 
ing of food? What do they mean 
by “fancy packaging”? 


# In the first place, the food field 
generally is too competitive to per- 
mit “fancy packaging.” To remain 
within a reasonable price schedule 
and profit margin we cannot af- 
ford fancy packaging. And every 
packaging man of experience and 
integrity works as hard, perhaps 
even harder, to reduce packaging 


tractive container. If many house- 
wives today are complaining about 
the cost of over-packaging of foods 
it is only because they have read 
such unsupported generalities as 
Myth No. 2 in magazine articles 
written by self-appointed experts. 
As a matter of fact, the housewife 
herself by her support of packages 
that provide extra protection or 
added convenience is responsible 
for the continued activity in these 


first to scream if they were now 
to be eliminated. 

His third myth, “Packaging is 
advertising,” is only half a myth. 
He himself admits that it may be 
| literally true. Packaging is a me- 


' 


hand. Nigut’s statement that “many 


products have gone to the wall for 
| trying to .. . load it up with art 
|and copy like a print ad” is an ex- 
| aggeration. First of all, any pack- 
age so designed deserves nothing 


better and, secondly if the contain- | 


er is developed by professionals 
| such a possibility is extremely lim- 
ited. 


s Mr. 
quite true and I know that all 
packaging people will agree with 
him. We are in for a revolution in 
packaging. In fact we are already 


price (cost) packages that are 


|/more convenient to handle and use. 
| This is the package designer’s func- 
|tion and chief aim and I would 
recommend that Mr. Nigut take 
a look at the many good packages | 


on store shelves instead of hunting | 


‘ples. Who knows, he might even 
‘enjoy himself. 
Leonard Arthur Wheeler, 
President, Leonard Arthur 
Wheeler & Associates, Toronto. 


e _ 
‘Only a Rose’? 


HOTEL RESERVATIONS 
Coast to Coast in the U.S.A. and in Canada 
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Call any of these numbers: 
NEW YORK—CHickering 4-0700 LOS ANGELES—DUnkirk 2-7171 
CHICAGO —WHitehall 4-4100 SAN FRANCISCO—EXbrook 2-8600 
DETROIT—WOodward 1-8000 PHILADELPHIA—LOcust 8-3300 


4-second electronic RESERVATRON or Direct-Line Teletype 


in these and other principal cities give you fast free room reserva- 
tions in 38 cities, coast to coast in the U.S.A. and in Canada. 
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We're glad to see you! 


SHERATON HOTELS 


EASTERN Div. 


NEW YORK SPRINGFIELD, Mass. 


BOSTON ALBANY 
WASHINGTON ROCHESTER 
PITTSBURGH BUFFALO 
BALTIMORE SYRACUSE 


BINGHAMTON, N.Y. 
PROVIDENCE (Opens early 1959) 
ATLANTIC CITY MOBILE, Ala. 


MIDWESTERN Div. 


PHILADELPHIA 


CHICAGO AUSTIN 

DETROIT AKRON 
CINCINNATI INDIANAPOLIS 
ST. LOUIS FRENCH LICK, Ind. 
OMAHA RAPID CITY, S. D. 
LOUISVILLE SIOUX CITY, lowa 
DALLAS SIOUX FALLS, S. D. 


(Opens early 1959) CEDAR RAPIDS, lowa 
PACIFIC Div. 


SAN FRANCISCO PORTLAND, Oregon 
LOS ANGELES (Opens fall 1959) 
PASADENA 


CANADIAN Div. 


NIAGARA FALLS, Ont 
HAMILTON, Ont. 


MONTREAL 
TORONTO 


costs as he does to develop an at- | 


directions, and she would be the) 


'dium of advertising in the sense | 
that it must convince and sell the! 
customer once she takes it in her'| 


Nigut’s final statement is| 


in the thick of it, creating lower-| 


jim back rooms for horrible exam-_ 


To the Editor: Re: The United| 
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Air Lines ad on Page 35 of your 
| Dec. 8 issue. 

This is the second time I have} 
| seen this ad recently and I would | 
‘like to know what that circular | 
| thing is in the middle of the lady’s | 


back on her bathing suit. Can you | 
tell me? 

Or is this a gimmick of United’s 

to test their ad for “noticed’’? } 

Jean Reeve, 

Detroit. 


‘American Names’ Ad 
a Classic tor Years | 

To the Editor: Where in the | 
world has the Creative Man been 
these 20 years, that he has just run 
across Rand McNally’s ad built 
|/around Stephen Vincent Benet’s 
“American Names”? 

This little gem, thanks entirely 
to Benet’s poem, has been one of 
the great classics of advertising for 
many years, and Rand McNally 
has run it over and over again. 

That it is made by the poem, 
with little help from the art, is in- 
| dicated by the fact that it has been 
|re-designed several times, each 
| time with different art, once with 
|nothing but a reproduction of a 
road map as an illustration. 

James Dawson, 

Dawson MacLeod & Stivers, 

Washington, D. C. 


Makeup Man Effects a Cure 
To the Editor: The enclosed ad 
from a recent issue of the New 
York Times would almost appear 
to suggest a new alternative to the 
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painful surgery and lengthy physi- | 
cal therapy which has on occasion 
relieved sufferers from Parkinson’s | 
| Disease. | 
Pon Harold Kirk, 
Creative Director, Mohr & Ei- 
coff Inc., New York. 


Finds Agencies Aren't 
Seeking Creative People 

To the Editor: On Page 3 of 
|your Nov. 24 issue, there was an 
article about the advertising busi- 
|ness being wide open to creative) 
| writing talent. This article referred | 
|to the original article which ap-| 
| peared in the December issue of) 
Writer’s Digest. | 
| The author claims that advertis- 
| ing is growing at a faster rate than 
| creative taient is being developed. 
at the end of this article, he oblig- 
ingly lists 16 large agencies which 
| are allegedly interested in training | 
| writers for ad agencies. “These! 
oct indicate a beginning sal- 
ary range from $3,600 to $7,500 a} 


eggs”? 
‘needed to prod muddled thinking 


he says, “depending on ad- 


” 


year,” 
vertising experience. 

Since I’m seeking a writing posi- 
tion for about $5,500 a year—and 
since I’ve been told by top agency 
| executives that I have creative 
writing talent—I figured this 
would indeed be a wonderful op- 
portunity. I have since contacted 
half of these agencies (those lo- 
cated in New York) and all but 
one attributed this article to cre- 
ative journalism. The lone dissent- 
er takes copy trainees once a year. 

This is unfortunate. The author 
obviously meant well. It’s shame- 
ful that agencies aren’t seeking cre- 
ative people. Everybody wants a 
trained copywriter, but nobody is 
willing to train him. And don’t tell 
me I’m wrong, because I’ve been 
proving my point now for six 
months. Are policymakers so short 
on foresight they don’t know 
they’re committing an act of abor- 


tion on the very “creative geese” 


that could lay the “golden copy 
Something is certainly 


on present “copy trainee” policy. 
And if that something doesn’t hap- 


| pen soon, good agency copywriters 


could become extinct like the dodo 


| bird. It’s advertising’s problem as 


well as mine. 
Milton Lowe, 
Brooklyn, N. Y. 


Suggests Name Change 
To the Editor: I think the en- 
closed ad from a recent issue of 


BREA A A a RINT 


when a tycoon relaxes, 


it should be in the grand manner. 
Our vicuiia robe is o gift worthy 
of his station. It's flawlessly tailored 
in the rare wool—lightweight 
wonder from the Andes—so warm 
and soothing after a hard day 
over the conference table. in 
natural vicuita (the color of snuff) 
for small, medium, large and 
extra-large tycoons, 400.00. 
Street Floor. Mail and 
phone orders filled. 


THE MEN'S SHOPS 


os FIFTH AVENUE 


at } epcemrmae CENTER wew york 
Bye ey sited SS ro ets ae oe 


The New Yorker could be consid- 


| erably up-dated by referring to the 
|color match as 


“marijuana” in- 
stead of “snuff.” 
Nathan W. Edson, 
Vice-President, Doremus & Co., 


Boston. 


Truth Where Is Thy Sting? 


To the Editor: 

Oh, for the sight of a truthful ad, 

Whether it be well written or bad! 

Just to find one without the superla- 
tives, 

Those “Better Than-More of” 
hair-curlatives! 


weary 


A plain cigaret that will probably 
maim us, 

A good glass of beer that made nobody 
famous, 

A toothpaste for teeth and not hali- 
tosis, 

A perfume that charms only the nosis! 


A cleanser that cleans without foam- 


ing action, 

A car-polish with “rubbing” its only 
attraction, 

A liver pill where 5 doctors can’t 
squeeze in, 

An aid for our “burps,” leaving han- 


kies to sneeze in! 


If only these guys with their 
Motivation” 

Would cease all subliminal excavation 

Of our poor ol’ “subconscious’—be- 
fuddied and clouded, 


“Depth 


We can't take the cure ‘cause the 
couch is too crowded! 
Fran Lee, 
Lynwood, Cal. 


Admonishes: Be Prepared 
When Defending Advertising 
To the Editor: As reported in 
your Dec. 8 issue, Emil Mogul’s 
speech in defense of advertising 
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made me squirm. 

Please, Mr. M., turn over the) 
speech-writing chore to one of your | 
copywriters. Even the most inex- 
perienced member of your writing 
staff could do a better job. 

Jack Gould, or somebody else, 
said that self-elected defenders of 
advertising should be sure they are 
prepared to defend it. Mr. M. with 
his string of meat ball cliches and 
vacuous name-calling is obviously 
unprepared. And I don’t care if he 
does own his own agency or his 
name is Mr. BBDO. 

If I were one of the (“‘so-called,” 
of course) intelligentsia, I’d say 
that Mr. M.’s speech is an excel- 
lent example of what’s wrong with 
advertising: writing or speaking 
without thinking. 

James J. Pollard, 

Assistant Advertising Manag- 

er, Maxwell & Moore, Strat- 

ford, Conn. 


The Way It Works 

To the Editor: The enclosed 
ad(s) were clipped from the cur- 
rent issue of Look magazine. This 
is a practical demonstration of the 


SS. 


LIND HAYES 
SHOW 


MONDAY thru FRIDAY 
11:30 AM ABC TELEVISION 


Shrinks Hemorrhoids 
INew 


Way Without Surgery — 
Stops Itch—Relieves Pain 


For the first time science has found a 
now healing substance with the astonish- | 
ing ability to shrink hemorrhoids and to 
relieve pain — without surgery. 

In case after case, while gently reliev- 
ing pain, actual reduction (shrinkage) 
took place. 

Most amazing of all — results were so 

orough that sufferers made astonish- | 

statements like “Piles have 
a problem! ” 
The secret is a newyheali 
\{Bio-Dyne*) — discevery o 
us research institute, 

This substance is now available in — 
suppository or ointment form under the | 
name Preparation .* Ask for it at all 


substance 
@ world- 


drug counters—money baek guarantee.*® 


hazards of buying small space in| 
the large national weeklies, and) 
also demonstrates why the makeup 
man probably comes in for his| 
share of ulcers, too. 

At any rate, I'll bet Peter Lind | 
Hayes wasn’t aware of the medici- | 
nal nature of his daily show. 

Howard R. Batton, 

Space Buyer, VanSant, Dug- 

dale & Co., Baltimore. 


e e o | 


‘Interfiled Lists’ Plan 
Is Still in the Works 

To the Editor: “The whole sub-| 
ject of lists and rentals and ex- 
changes deserves more thoughtful 
consideration from more thought- 
ful people than it has been getting 
in recent years.” So concludes your 
interesting, Dec. 8 lead editorial. 

Does that mean there was a time 
prior to “recent years’ when more 
thoughtful consideration was giv- 
en to the subject? Are the years 
1950-1952 among, or prior to, those 
“recent years?” 

Your answers would be more 
than welcome, because it was dur- 
ing those years when the plan for 
“Interfiled Lists” was first pro-| 
posed and publicized. A copy of| 


| 
the original prospectus is enclosed. | 


Advertising Age, December 22, 1958 


It would be impossible to re-} 
count the time, money and energy | 
that have already been invested in| 
this particular campaign, or how 


|much more of those commodities 


will have to be expended before 
the plan is realized. To date, it has | 
won the assured participation of) 
many prominent direct mail adver- | 
tisers; but on assessing all obstacles | 
ahead, it seems clear that the stage | 
will not be fully set until we have | 
a more perilous change in the eco- | 
nomic climate than the last reces- 
sion has been. 

Meanwhile, for what interest the 
fact may be to your readers, the ef- 
fort has by no means been aban- 
doned. 

Many authorities in the direct 
mail field agree that if the per- 
sistent ailments of the mailing list 
business are ever to be remedied, 
the only effective therapy will be a 
plan like “Interfiled Lists.” 


George E. Seufert, 
Forest Hills, N. Y. 


P.S. The writer is the originator 


of the “Interfiled Lists” plan. 


THE “BIG THREE 


TIMES 
SERVICE 
WEEKLIES 


| o> oT 
MOTIVATE ann MOBILIZE 


THE $10,523,000,000 MILITARY CONSUMER MARKET 


The world-spanning, top-circulation TIMES Service Weeklies fuse the Armed 


Forces into a single, specialized, media-serviced market—gigantic in size, 
ARMY TIMES 


NAVY TIMES 
AIR FORCE TIMES 
(Members ABC) 

v- senness aR FORCE 
REGISTER 


global in scope, yet as accessible os any American city. Only the TIMES Pub- 
lications command the market-wide, near-saturation readership that volume 
merchandising demands. Only the TIMES Publications reach and sell this 
predominantly youthful market of American military personnel and their 


dependents—with mass coverage economy and mass coverage impact. 


Write for the new military market information book — 
“MASS SELLING AND SAMPLING TO MILLIONS” 


ARMY TIMES PUBLISHING CO. 


2020 M Street, N. W. © Washington 6, D.C. 


U. S. OFFICES: BOSTON, CHARLESTON, 6 ¢ DALLAS. DETROIT. HONOLULI 
LOS ANGELES, MIAML NEW YORK, PHILADELPHIA, SAN ANTONIO, SAN FRANCISCO * 
FOREIGN OFFICES; FRANKFURT, LONDON, PARIS ROME. TOKYO 


CHIC AGE 


Industrial Marketing Appoints 
Keith J. Evans Consulting Editor 


Keith J. Evans, founder and first president 
of the National Industrial Advertisers Asso- 
ciation, will join the staff of Industrial Mar- 


keting as consulting editor January 1, 1959. 


Mr. Evans recently retired from Jos. T. Ryer- 
son & Son, world’s largest steel warehousing 
company, after many years of service, during 
which he directed advertising, sales promo- 


tion, public relations and sales analysis 


activities. 


He conducted the department in IM, “Prob- 
lems in Industrial Marketing,” for several 
years, and is thoroughly familiar with the 


editorial scope and activities of the magazine. 


In his new post, he will not only contribute 
regularly, but will also provide advice and 
counsel on all phases of selling and advertis- 
ing to business and industry, with special 


emphasis on the important problems of 


industrial distribution. 


Because of his long experience in the field, 
his broad contacts with leading industrial 
advertisers and his thorough knowledge of 
current problems in increasing the effective- 
ness of all activities in industrial marketing, 
his work for the magazine will undoubtedly 


add greatly to its service to readers. 


1 Year (13 issues) $3 


gt 


The magazine of selling and advertising lo business and andubly 
INDUSTRIAL MARKETING 


ILLINOIS STREET ° ILLINO'TS 


NEW YORK 


CHICAGO 11, 
17, NEW YORK 


200 EAST 
480 LEXINGTON AVENUE * 
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(Continued fr 
select 18 Chicago- d agencies 
in the medium billing bracket 
(most of them between 45,000,000 
and $12,000,000). The question- 
naire was sent to these 18, as well 
as to seven other agencies which 
asked to participate. 

After poring over the returned 
questionnaires, and meeting with 
most of the agencies to discuss the 
information, Curtiss narrowed the 
field to five. 

(AA learned the finalists were 
Frank; Wherry, Baker & Tilden; 
Edward H. Weiss & Co.; Gordon 
Best Co., and John W. Shaw Ad- 
vertising.) 


Page 3) 


®s Principals from the five agencies 
were given copies of a resume of 
the Curtiss operation, including 
facts on history, organizational 
structure, position in the industry, 
products, distribution channels, 
marketing principles, advertising 
principles, advertising philosophy, 
sales promotion methods and a 
brief on the 1959 advertising budg- 
et. 

“We asked for presentations that 
were definitely not speculative,” 
Mr. Reiter said. “We wanted to 
know what each agency’s approach 
would be to Curtiss marketing.” 

Before the presentations were 
made, Curtiss marketing men vis- 
ited the offices of the five finalists 
to familiarize themselves with the 


agencies. 
Presentations were viewed by 
Les Kellough, sales vp; Lloyd 


Sheetz, assistant general sales man- 
ager; James Curfman, advertising 
manager, and Mr. Reiter. 

Then the field was narrowed to 
two—Frank and Wherry, Baker & 
Tilden. The presentations of the 
two agencies were repeated to the 
Curtiss board of directors, but the 
company’s executive committee left 
the final selection to the marketing 
group headed by Mr. Kellough. 


® The initial decision to change 


printing 
buyers! 
brokers! 


here’s a terrific opportunity for 
OFFSET PRINTING 


plus all the multiple advantages 
of a fast, prestige mailing 
service fram 


new york city 


As a result of recent improve- 
ments and greater efficiency in 
our complete photo-offset oper- 
ation, we find that we can ac- 
commodate a substantial 
amount of new business dur- 
ing 1959. To assure the right 
type—a regular flow of direct 
mail pieces, booklets, folders, 
sales bulletins, forms, etc.—we 
are offering an exceptionally 
attractive arrangement. Full 
agency commission. Brokers 
protected. Write Project A. 


P.S. And we can handle the 
mailing too. 
Presses up to 23 x 30. 


Mail to: 
Mr. Chas. Roberts, 
Roberts & Loinwander, 
225 Broadway, New York City 


| 


‘Better Interpretation of Challenge’ 
Won Curtiss Account for Clint Frank 


agencies, Mr. Reiter explained, was 
made to seek “greater depth of 
experience in food and impulse 
items.” The Frank agency, he said, 
“interpreted our challenge better” 
than the other finalists. “They 
seemed to grasp a little better what 
we wanted them to do,” he said. 

Leading the Frank presentation 
team were Mr. Frank; G. Bowman 
Kreer, vp and director of market- 
ing services; Perry Brand, vp and 
account supervisor; Gene Schueler, 
director of research, and Bill Ma- 
loney, now head of the Curtiss ac- 
count. 

Curtiss had a lot of things in 
mind when it began searching for 
an agency to handle its account, 
Mr. Reiter explained. With some 85 
products, including Baby Ruth and 
Butterfinger candy bars, the com- 
pany sought an agency which was 
“aggressive and youthful, with fa- 
cilities for services and study of 
market potential, and experience 
in handling impulse items and 
food items such as ours.” 

Studies directed toward market 
development wil be first on the 
agenda for the new Curtiss agency, 
Mr. Reiter indicated. # 


RAB’s Budget Reaches 
$1,000,000 Level 

The Radio Advertising Bureau, 
New York, which will soon have 
900 members in the fold, . will 
operate on a $1,000,000 budget in 
1959. This is a record high for the} 
radio promotion group, which 
added more than 30 new members 
in November. 

Chairman of the board of RAB 
for the coming year is Allen M. 
Woodall of WDAK, Columbus, Ga. 
Other new officers are Frank P. 
Fogarty, WOW, Omaha, and Rich- 
ard D. Buckley, WNEW, New 
York. 


Calavo Growers Postpones 
Choosing New Agency 

Calavo Growers of California, 
Los Angeles, after listening to 
presentations by four agencies, 
has decided to postpone the nam-} 
ing of a new agency until nex} 
summer, The group dropped Foo*::, | 
Cone & Belding Nov. 1, decidir, 
to devote its budget to direct 
promotion (AA, Oct. 20). Agencies 
which solicited the account were 
Anderson-McConnell Advertising 
Agency; Perrett Co.; Stromberger, 
LaVene, McKenzie, and Atherton 
Mogge Privett, all of Los Angeles. 


Merger Talks Dropped 


Merger negotiations between 
R. J. Reynolds Co. and Warner- 
Lambert Pharmaceutical Co., in 
progress for several months, “have 
been terminated,” according to a 
joint announcement, because the 
two companies were unable to 
agree “on certain important as- 
pects of the proposed transaction.” 


What Curtiss Wanted to Know 


1. What is your anticipated 1958 | 
billing? 

2. Indicate the percentage of this | 
billing that will be in (a) newspa- | 
pers, (b) magazines, (c) radio, (d) | 
television, (e) outdoor, (f) trade 
publications, (g) other. 

3. How long has your agency 
been in business? 

4. Please indicate your growth 
pattern since 1950 (a) in accounts, 
(b) in billing, (c) in personnel. 

5. Please furnish us with an or- 
ganizational chart showing how 
your agency is departmentalized. 

6. Do any of your principals ac- 
tually handle accounts? 

7. If you have branch offices, 
please list them and indicate the 
number of employes and nature of 
service rendered in each. 

8. Please give us complete in- 
formation concerning your art di- 
rector and the people in his depart- 
ment, including number of people, 
extent to which art is completed 
within your agency, experience of 
the director and his people on ac- 
counts similar to ours, etc. When 
would you be able to specify the 
actual people who would work on 
our account? 

[9-12 asked similar information 
on media director, copy director, 
production manager and merchan- 
dising manager. ]} 

13. Who would be account exec- 


utive on our account? What are his | 
qualifications? Would he be han- 
dling other accounts? How much 
of his time would be spent on our | 
account? 

14. How many active accounts 
have you currently? 

15. Please list your accounts, and 
indicate 1957 total billing for each 
and how long you have handled 
each account. Please indicate ac- 
counts lost since 1950 and reasons. 

16. What experience have you 
had with food and/or impulse 
items such as ours? 

17. To what extent has your 
agency performed the following 
services for your accounts: Pack- 
aging research and design, market 
research, motivational research, 
field work, other? 

18. Kindly furnish a complete 
description of how your agency 
would be compensated for all serv- 
ices—media, art, research projects, 
field work, collateral material, etc. 
How would invoicing be handled? 

19. Outline the manner in which 
our account would be handled, in- 
cluding the complete procedure 
used by your agency in developing 
programs for us, i.e., plans review 
board, account group, etc. 

20. Kindly tell us why you be- 
lieve we should select your agency 
to handle our advertising and re- 
lated matters. 


Be Creative, but Keep 
Bosses Informal, 
Ad Managers Told 


NEw YorK, Dec. 16—“If you 
feel harassed because you as a 
creative person are required to) 
conform, relax—today’s business | 
organization requires it. There is 
less and less room for the erratic 
genius of olden days.” 

That’s the advice of Roland H. 
Lange, vp and assistant to the 
president of the Hartford Life In- 
surance Co. in his speech, “Man- 
agement Looks at Advertising,” 
last week at the Insurance Ad- 
vertising Conference. 

“In a sizable organization, con- 
formity, cooperation and liaison 
seem to me to be inevitable and 
mecessary to orderly success,” he 
said. “But conformity does not 
mean apathy and lethargy. It can 
still be dynamic.” 

Pointing up the need for better 
communications both within and 
without a company, Mr. Lange 
laid out “a few specific rules as to 
practical communication with 
your management”: 


e “Keep management properly in- 
formed of problems, results and 
operations if you expect its inter- 
est and support. The advertising 
man who keeps his own counsel 
can hardly expect an enthusiastic 
endorsement on any program from 
an unbriefed management. Nor 
can he expect management to be 
understanding when, as sometimes 
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happens, the campaign about 
which management knew little 
turns out to be less than success- 
ful.” 


e “Get as many opinions as pos- 


sible by persons of varied experi-| 
ence and talents to bear on your) 


projects. Management, looking at 
the broad picture will, naturally, 
ask [when advertising projects 
are proposed]: ‘What do our un- 
derwriting people think about 


this?’ ‘Have you checked this with} 
‘Do you 


the legal department?’ 
have any idea how this will fit 
into our agents’ program?’ The ad 
manager should, in effect, have 
done some thorough research work 
before suggesting a project to 
management, rather than merely 
present embryonic .ideas which 
have not been tested as to their 
practicality.” 


e“Management, too, has 100 pres- 
sures and must take them in turn. 
You can hardly expect a satisfac- 
tory audience for your presenta- 
tion when it is timed, figurative- 
ly, at the last minute. If you can 
find no better solution, a written 
briefing (leading to a meeting 
with management at the latter’s 
convenience) might be the ans- 
wer.” 


e “As to external communication, 
let us give the buyer full credit 
for intelligence. The cute, the 
clever for the sake of cleverness, 
have invariably attracted . atten- 
tion, but temporarily. The great 
lasting slogans, trademarks, and 
advertising copy of history are 
made of simple, compelling words 
or treatment which reflect the 
justifiable pride which the seller 
has in his product. The buyer 
must be given a_ self-approved 
reason for purchasing or for de- 
veloping a preference between 


DETAILED INFORMATION 
ON MERCHANDISING 
AVAILABLE FOR GROCERY 


OR DRUG PRODUCTS IN 


wr [REGRO] war. 


Station WWRL 
Woodside 77, 
New York City 


| 


WAKE UP 
AND READ! 


v9 


NATIONAL 


LIBRARY 


WEEK» 


WAKE UP—To stimulate reading, this 
column ad will appear in newspa- 
pers and magazines in advance of 
National Library Week, April 12 
to 18, 1959. J. Walter Thompson 
Co. is the volunteer agency. 


products—in order that he may 
thereby use his intelligence to un- 
derstand and to buy,” he said. + 


WIR Names Quello, Merridew 

James H. Quello has been ap- 
pointed operations manager and 
Reginald P. Merridew program 
manager of WJR, Detroit. Mr. 
Quello, with the station for 11 
years, has served as program and 
public affairs manager, public 
relations and advertising director 
and sales promotion manager. Mr. 
Merridew joined WJR from WJW, 
Cleveland, where he served as 
managing director. 


Ad Course Starts Jan. 9 

The 32nd annual “Introduction 
to Advertising,’ a 17-week course 
sponsored by the Philadelphia 
Club of Advertising Women, will 
start Jan. 9. The course is the 
first tuition-free course sponsored 
by any wome..’s adclub, PCAW 
says. Each year’s honor graduate 
is awarded a scholarship to the 
evening school of the Charles 
Morris Price School. 


RKO Boosts Grumbles 


William H. Grumbles has been 
named vp of RKO Teleradio Pic- 
tures, New York, with special 
supervision over the RKO radio 
and tv stations. He formerly was 
general manager of RKO’s Mem- 
phis stations, WHBQ and WHBQ- 
TV. His assignment will be to 
boost the stations in audience and 
advertiser support. 


Dougall Offers Checklist 

Stewart Dougall & Associates, 
New York, is offering “A Check- 
List to Profitable Marketing,” a 
self-administering pamphlet for 
use by management to determine 
if adequate considerations and 
actions have been taken in various 
aspects of marketing. Copies are 
available at no cost from Dougall, 
405 Park Ave., New York, 
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Biddle Answers 
Won in Quiz by 
North American 


(Continued from Page 3) 
Martin Co., Fort Wayne. 


= The four agencies visited North 
American to gather marketing) 
data, and then submitted answers) 
to a 34-point questionnaire from 
the company. 

“We think it was a very thorough | 
and exhaustive set of questions,” | 
said Louis E. Hoffman, advertising | 
manager. “Three of the agencies| 
were not able to answer it in less| 
than 50 pages. 

“We were particularly interested 
in answers which had to do with 
marketing problems specifically 
concerned with our industry and in 
our company,” he added. 


s Next the four agencies—plus 
Applegate, the current agency— 
came to Fort Wayne for three-hour 
presentations. Members of the se- 
lection committee used a ten-cate- 
gory score card to grade the pre- 
sentations. Scoring were William 
Sneltjes, sales vp; Thomas Yates, 
manager of sales administration; 
Hal Bechert, director of national 
account sales; Robert Smith, sales 
promotion manager, and Mr. Hoff- 
man. 

“The agencies were not told 
about this [grading system] in ad- 
vance and did not know the basis 
of the grading,” Mr. Hoffman ex- 
plained. “After viewing all the 
presentations, we realized it was 
going to be a tough job to pick a 
winner.” 

Finally the committee picked 
Biddle and Maxon as semi-final- 
ists. After visits to the offices of 
both agencies, the committee made 
its final selection. 


= “One of the reasons we are so 
sold on Biddle is that every in- 
dividual we met from top manage- 
ment on down was sincerely inter- 
ested in our growth objectives as 
well as our immediate problems,” 
Mr. Hoffman said. 

“North American is a growth 
company. We’ve got some high 
long-range goals set by manage-| 
ment to which we are all whole- 
heartedly committed; but we are 
also not overlooking any of the 
immediate, practical problems of 
growth.” 

As an indication of its growth, 
North American had gross operat- 
ing revenue of about $5,000,000 in 
1948. This jumped to $33,000,000 
in 1957 and is expected to hit 
$36,000,000 this year. 


= Leading the Biddle presentation 
team were Everett Biddle, presi- 
dent; Erling Anderson and Edward 
Russell, vps; Bob McCain, creative 
account executive; Paul Carroll, 
research account executive, and 
Stewart Logan, marketing account 
executive. 

Besides its growth picture, Mr. 
Hoffman rated Biddle highly on 
marketing, research and thorough- 
ness. “We felt that Biddle is a ‘sales 
manager’s agency’ as they call 
themselves,” he said. + 


Young Will Join Nielsen 

Don Young will join A. C. Niel- 
sen Co., Chicago, Jan. 5 as director 
of press information of the food 
and drug division, a new position. 
Mr. Young previously was sales 
promotion manager of WBBM, 
Chicago. 


Reinhold Names Hickerson 
Reinhold Publishing Co., New 
York, has named J. M. Hickerson 
Inc. to handle advertising for 
American Chemical Society publi- 
cations. The account was formerly 
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Agency Name 


Standard Advertising Agency Score Card 


1. 


consumer and industrial. 


Growing with the times. 


10. RESULTS. Clients satisfied 


important. 


point in case of failure to 


GENERAL BACKGROUND. Good history. Well connected 
with associations. Good advertising know-how. 


. PERSONNEL. Adequate personnel. Well trained and edu- 
cated. Can they take over immediately? 


. CUSTOMERS. Numerous. Well diversified. Satisfied. Both 


. AGENCY FUNCTIONS AND OPERATIONS. Broad. Han- 
dle all phases. Nothing too hard to handle. 


. AGENCY GROWTH. Increase in billing and personnel. 


. RECOGNITION OF AGENCY. Good standing in industry. 
Awards won. Press comments. 


. AGENCY PLANS FOR US. Long range, sound, definite 
policies. Definite suggestions. Clear. 


. COMPENSATION, TERMS. 
data. Terms consistently liberal. 


. AGENCY PLANT FACILITIES. Good. Ample plant, equip- 
ment. Capacity to adjust to times. 


clients even or ahead of field. 


TOTAL POINTS AWARDED 
SUGGESTIONS FOR SCORING 


. Set par scale by dividing 100 points among the ten qualifi- 
cations, giving greatest weight to those considered most 


. Award full score on each point for the best showing on that 
point. Rate other competitors down in proportion. 
- Do not hesitate to cut down anybody’s rating on a given 


convenient form for reference. 

. Do not add totals until all points are scored. 

. If totals astonish you, go back and review the “pars” you 
established. If you see fit to change the scale, do the scoring 
again, point by point, as before. 

. Stand by the returns. They represent your balanced judg- 
ment (a) as to ideal qualifications and (b) composite rat- 
ing of the competitors on all counts. 


Fair. Well supported by cost 


with service. Sales volume of 


produce evidence quickly, in 


Rep Changes Name to 
Harker-Husted-Coughlin 

Ralph W. Harker & Associates, 
representative company with of- 
fices in Los Angeles and San Fran- 
cisco, will change its name to 
Harker-Husted-Coughlin, effective 
Jan. 1. In the change, William J. 
Coughlin and Raymond G. Husted 
become partners of Ralph Harker. 
In San Francisco, J. J. Cahill will 
retire Dec. 31 as manager of the 
office there, and will be succeeded 
by Mr. Coughlin. Mr. Cahill will 
continue in a sales and advisory 
capacity. Ray Husted will continue 
as Los Angeles manager, with Mr. 
Harker serving as senior partner. 


New Miami Agency Opens 
Millco Inc., a new advertising 
agency with offices at 924 Lincoln 
Road, Miami Beach, has been 
formed, with full-scale operations 
scheduled to begin late in Decem- 
ber. President of Millco is Ezra 
Millstein, formerly advertising 
manager of Caryl Richards Inc., 


61 


|New York and Miami, manufac- 
|turer of professional beauty prep- 
‘arations. G. Sanderson Knaus, 
previously art director of Caryl 
Richards, is vp and art director of 
Millco. The agency is starting with 
Caryl Richards, Rayette Inc., St. 
Paul, Minn., and several Miami ac- 
counts. 


De Pew Joins White-Rodgers 

David P. De Pew has joined the 
advertising department of White- 
Rodgers Co., St. Louis, manufac- 
turer of heating, air conditioning 
and refrigeration controls. He for- 
merly was in the advertising divi- 
sion of Caterpillar Tractor Co., 
Peoria, Ill. 


@ WESTERN HORSEMAS 


Buy Regional Coverage 
Separately — California, 
Washington, Oregon 
21,000 ABC Circulation 
Page Rate, $220.00 


3850 NORTH "NEVADA AVENUE 
COLORADO SPRINGS, COLORADO 


@ 


with John Mather Lupton Co. 


MOVER’S MANIFEST—This is the score card North American Van Lines 
used in evaluating the qualifications of five agencies soliciting its 
account. 


U.S. Weather, Atlantic 
Refining Cooperate for TV 

Atlantic Refining Co., which has 
a 37-city lineup of week night 
weather shows, and the USS. 
Weather Bureau are cooperating in 
order to improve the quality of tv 
weather reporting. A two-day con- 
ference in Washington for all At- 
lantic weathermen included train- 
ing sessions by U.S. weather 
experts and panel discussions at 
which Atlantic reporters suggested 
improvements in standard weather 
symbols and weather terms. 

N. W. Ayer & Son, Atlantic’s 
agency, is now developing six de- 
signs for Atlantic which are com- 
patible with international weather 
symbols and terminology. If offici- 
ally approved, the new symbols 
will simplify weather terms for all 
weather shows, according to Atlan- 
tic. 


AIDC Will Keep Hockersmith 
Agency, Director Says 

William P. Rock, executive di- 
rector of the Arkansas Industrial 
Development Commission, has an- 
nounced that Thomas C. Hocker- 
smith & Associates, Little Rock, 
will continue to place advertising 
for the AIDC “for some time to 
come.” Mr. Rock earlier had an- 
nounced that the AIDC was in the 
market for a specialized ad agency 
to handle its industry-hunting ads 
(AA, Dec. 8). Mr. Rock said this 
week that the AIDC would face 
the problem of making decisions 
in handling its ads when the res- 
ignation of William R. Ewald be- 
comes effective the end of this 
month. Currently the ads are a 
joint effort of Mr. Ewald and the 
Hockersmith agency. 


Calgon to Stress Mass 

Media Coverage in 1959 
Calgon Co., Pittsburgh, will 

place more concentration on con- 

sumer media in 1959. The company 

wil run half-page color ads in 

Reader’s Digest, and it also has 


scheduled Good Housekeeping 
and Parents’ Magazine. The Jack 
Paar show will be used every week 
starting Feb. 17. Newspapers, radio 
and tv are scheduled for local mar- 
ket pushes. 

Manufacturers who recommend 
Calgonite for their electric dish- 
washers will be featured in ads 
running in Better Homes & Gar- 
dens, Holiday, House & Garden, 
House Beautiful and Sunset Mag- 
azine. Calgon Bouquet scented wa- 
ter conditioner will be advertised 
in Holiday, House Beautiful, The 
New Yorker and Town & Country. 


NAEA Fellowships Available 

As many as five or six Newspaper 
Advertising Executives Assn. fel- 
lowships for advertising teachers 
may be granted in 1959, according 
to J. Warren Mc™lure, NAEA’s 
schools and colleges committee 
chairman. NAEA has granted an 
average of about three fellowships 
a year since its program began in 
1947; thirty-four fellowships have 
been granted since then. Recipients 
spend six weeks in a refresher job 
with a cooperating newspaper. The 
fellowship is for $600, plus a $100 
travel allowance. Applications for 
the 1959 fellowships are now being 
accepted at NAEA’s offices at 417 
N. Vermilion St., Danville, Il. 


‘Digest’ Nixes Sideways Ads 

Reader’s Digest has announced it 
will not accept “sideways” ads, 
those that require readers to turn 
the magazine sideways to read the 
message. The new policy applies 
only to run of publication ads and 
not to coupons, gatefolds and other 
inserts, the magazine said. 


SIMPSON-R REILLY, LTD. 


Publishers ‘Representatives 


oinee 1928 
BURTON BLDG 


FRAN ENTRAL LOWER 


7 % HA 


Worn by care and da 


If allowed to rule the 
Of all mankind. 


engravi 


IT'S CHRISTMAS TIME! 


Gifts and greetings jam the mails; 
Eager shoppers throng the stores. 
Happy families—re-union bound— 
Crowd plane and train and motor car. 
Smiles brighten eyes and soften faces 


ily stresses. 


,Whether times be good or bad, 

In those with much or those with little 
The spirit of “good will toward men” 

Is again revealed—strong, persistent. 
What a powerful force for peace 

And understanding this spirit could be— 


relationships 


ROGERS 


ng company 


2001 calumet avenue + chicago 16 


master-craftsmen of phote-engraving 
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JOHN BURGOYNE & BILL MASTERSON 
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eh Done, Map Bonham, Chu 
. Howard i 
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. Larry 
urt, Chan Hurley, Norris Inveen, Joel 


Jaffe, Dave Jaicks, Fred Jay 
“a ; a ‘ ‘ \. Arno Johnsoyg 


, Rod Matteson, Lou Maxe 

1, Jim McAnulty, Bill McCartt 

McCarty, Frank . Bob McDowe 

McLain, Jinr McLain, ty McKinn 

* McNaul, Art Menadier, Bill Menne, E 
.' 


After starting our “count-down” of 
friends—we realized that not in a 
blue moon-shot is it possible to fit all 
our friends names into this column 
. . . but our wishes for the holiday 
season and for the year fifty-nine 
are still as personal and sincere as 
always. 


CROCERI JA ORVE J NOER, INE 


Along the Media Path | 


e “Operation Food Drop” by 
KSTP, St. Paul-Minneapolis, and 
the U. S. Air Force, during which 
food was airlifted to hungry Indi- 
ans in North Dakota, resulted in an 
investigation of Sioux living condi- 
| tions at the Standing Rock reserva- 
| tion by North Dakota officials and 
|in the freeing of $2,000,000 owed 
| by the federal government for 55,- 
| 000 acres of Sioux land to be cov- 
!ered by back-up from Oahe Dam. 

| In the Thanksgiving-time food 
|drop, KSTP radio and tv appealed 


State-Times & Morning Advocate | 
building in Baton Rouge. Con- 
struction is scheduled to start 
around the first of the year and} 
| to be completed about Sept. 1. 


WOAI-TV and KENS-TV, San 
Antonio, entertained more than 
500 guests at the formal inaugur-| 
ation of the Texas Tall Tower. 
|Local, state and national officials 
and personages were on the guest 
list. 


|e WDSU-TV, New Orleans, cele- 


over the air for food donations and|brated its tenth anniversary on 
|offered its facilities as the collec-|Dec. 19 with ceremonies including 
|tion point. Among the companies|@ special half-hour show. This 
which provided foodstuffs were|show had an originai musical 
suppliers such as General Mills,|comedy score by Jerry Bresler and 
Swift & Co., Fanny Farmer, In-|Lyn Duddy and featured talent 


ternational Milling Co. and food 
chains and wholesalers including 
Red Owl, Stillmans, Fairway, 
Kleins and Gamble-Robinson. 


e A photo “album” serves as a 
catalog for CBS Films in a new 
promotion. The spiral-bound book 
gives an alphabetical list of CBS 
Film tv series—each series assign- 
ed a number which is repeated 


OLD TIMER—A 1910 Simplex auto 


show and brought the top prize 


on a tab-finder. The pages for the 
individual series reproduce a film- 
clip with a facing page of descrip- 
tion. 

e McCall’s plans 5,000 calls to 
drug, variety, appliance and de- 
partment store managers and buy- 
ers this spring in behalf of the 
magazine’s Use-Tested program. 
Called “Operation 5,000,” the mer- 
chandising plan will use the mag- 
azine’s 25 regular retail represent- 
atives and 100 additional represent- 
atives in making personal calls to 
promote products bearing McCall’s 
Use-Tested label and explain the 
program. 


e Four-H Club boys and girls of 
Tarrant county were guests on 
the “Farm Editor’ tv show on 
WBAP-TY, Fort Worth. The show 
covered the seventh annual ban- 
quet and awards program spon- 
sored by the Fort Worth Kiwanis 
Club. 


e An addition, contracted for at 
$437,359, will be made to the 


entries in the San Francisco Horseless Carriage Club parade and 


‘ineluding Vaughn Monroe, Denise 
Lor and Dick Van Dyke. 


i 

e WMGM, New York radio sta- 
tion, reports that it has added 
cruising radio news patrol vehicles 
|in order to expand its “round-the- 
|clock, on-the-scene coverage” of 
‘news events. 


e A brochure by Organic Gar- 
dening & Farming 


includes a 


took first place in a field of 27 


to KGO-TV, sponsor of the car. 


breakdown of its subscribers by 
such factors as home-ownership, 
gardening-time and marital sta- 
|tus and indicates the percentages 
who are interested in various facets 
|of gardening. Included also are 
|data about the magazine. Copies 
|are available from the magazine’s 
ad department, Emmaus 2, Pa. 


e The Washington Post & Times 
Herald’s ninth annual Book Fair 
for Children and Young People 
drew a record of 68,000 children 
and adults, topping last year’s 
attendance of 65,000, the news- 
papers report. “Reading ‘Round 
the World” was the theme of this 
year’s two-week fair. The news- 
papers also report a record crop of 
nearly 400 entries in their Christ- 
| mas painting project. The project 
| was open to entries from all artists, 
professional or amateur, and school 
|students in the metropolitan 
Washington area. U.S. Savings 
Bonds of $100 each were awarded 
to seven creators of the winning | 


| 
| 
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Lisser 


Gill Mrs. Brown 
THE WINNERS—For really digging the most, Herbert Brown, vp of 
McCarty Co., and Mrs. Brown, are dubbed top winners in the KBIG 
pirate treasure hunt staged at Catalina Island by Cliff Gill, vp, and 
Alan Lisser, program director, KBIG. The prize is a winter vacation 
in Hawaii. Some 300 agency men and advertisers and their wives 
participated in the treasure hunt over two weekends. 


Brown 


is up 12% over last year. 

Newsweek’s international ed- 
itions reached an alltime high in 
ad revenue and added 94 new ad- 
vertisers in 1958, Newsweek re- 
ports. European ad revenue was 
up 48% over 1957, totaling $593,- 
754. Pacific advertising revenue 
gained 32%, with a total of $344,- 
534. 

House & Home passed the 120,- 
000 mark in net paid circulation 


works. Runners-up awards were 
also given. 


e The Christmas week issue (Dec. | 
20) of TV Guide includes a special 
guide to local and network reli- 
gious programs. 


e Department of New Laurels: 
Motor Trend’s annual automobile 
show issue carries more ad linage 
than any other January issue in the 
publication’s history, the publisher! with its November issue. 
reports. The special issue has 721”! Total 1958,ad revenue for Co- 
of advertising—up 25% in ad rev-|lumbia Magazine was 31% greater 
enue and 10% in linage over the|than 1957 and 46% greater than 
corresponding issue in 1958. 1956, the magazine says. The first 
Scientific American reports that; quarter of 1959 is 7% ahead of the 
its January issue carries more ad-| first quarter of 1958, with only the 
vertising than any other January|January issue closed. 
issue in the history of the magazine} KTRK-TV, Houston, received 
—90 5/6 pages—a gain of 49% over|the American Farm Bureau Fed- 
January 1958. Also, the January is- | eration’s top award in the field of 
sue will reach a paid circulation! radio and tv farm reporting for its 
estimated at 230,000—15% above|“Farm Journal” program, with 
the new guarantee of 200,000 ef-| Dewey Compton as host. 
fective with this issue. | WWJ, Detroit, is making the 
The Fairbanks New s-Miner, | rounds with a new color slide-and- 
America’s farthest north daily| tape presentation called “As Basic 
newspaper, on Dec. 3 published|as the Alphabet.” The presenta- 
its “largest and most colorful|tion has been made to admen in 
special edition.” The newspaper’s|New York, Chicago and Detroit, 
annual progress edition, which|with Cincinnati and Cleveland 
normally runs to about 144 pages,| scheduled for early January. + 
this year contained 164 pages, and} 
included four-color reproduction, Goehring, Pennoyer Adds 1 
the newspaper reports. The press} Merrill-Sharpe Ltd., New York, 
run was 35,000. | manufacturer of men’s sportswear, 
WPIX, New York, reports that! has appointed Goehring-Pennoy- 
its fourth quarter 1958 billings| er Advertising, New York, to han- 
will be at least 21.5% better than|dle its advertising. The previous 
last year’s. |agency is Maybelle F. Hall Co. 
Seventeen’s January issue shows| 
a gain of 8.5% in linage over the| Borden Marketing VP Retires 
January 1958 issue, the magazine) George M. McCoy will retire as 
reports. Total linage for the Jan-' .,, in charge of marketing for Bor- 
uary number is 39,239, or 58 pages, gen Foods Co. Dec. 31. A successor 
compared to 36,229 for January) jij) be named at a later date, the 
1958. Seventeen also reports that its| company said 
four-color advertising for January | : 


KCNS-TV 


IDEAS—Shown here are four of more than 700 interpretations of 
KGNS-TV’s Good Neighbor Station theme by students in Laredo 
and Nuevo Laredo in an ID design contest held by the Laredo station. 
The designers: Fernando Jerez Sanabria, junior high student; Silvia 
Diana Gonzalez, 12; Jose Olinares, 14, and Lauro Aguirre, 10, of the 
designs top left, right, bottom left and right respectively, 
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(Continued from Page 1) 
found that “minimum buy” goes a 
long way toward achieving the 
same result by making sure that 
network time goes only to adver- 
tisers who are willing to invest a 
reasonable amount. 

Option time, on the other hand, 


is used to clear time for network | 


programming, and there have been 
repeated warnings to congression- 
al and FCC investigators that net- 
work clearance of programming 
would break down if networks 
lacked legal power to insist on 
time periods when they are need- 
ed. 

While this view has been par- 
ticularly forceful with regard to 
live programming, network offi- 
cials claim it also applies to film, 
since the advertiser wants to buy 
national circulation in terms of 
pre-planned viewing periods and 
adjacencies. 


® As it stands now, the majority 
of the members of the FCC re-~- 
portedly are convinced that net- 
works need option time rights in 
order to offer necessary time 
clearance security to advertisers. 
At the same time, however, it 
would be delicate for the FCC to 
defend option time as a practice 
necessary in the public interest, if 
it is being coupled with other prac- 
tices adding to network bargaining 
power. 

The maneuvering is nearing the 
show-down stage now because 
FCC is about ready to arrive at 
some conclusions about 
lengthy investigation of network 
regulations which it has been con- 


ducting under a special appro-| 


priation from Congress. 


An investigating group headed | 


by Dean Roscoe Barrow, who was 
on leave of absence from the law 
school of the University of Cin- 
cinnati, filed a report in October, 
1957, urging the commission to 
crack down on a variety of indus- 
try practices including network 
ownership of stations, network use 
of “must buy” time and the amount 
of station time committed to net- 
works under option arrangements. 

Since early this past summer 
FCC has been on notice informally 
that the Justice Department’s anti- 
trust division may move against 
networks unless the commission 
acts to scale down network bar- 
gaining power. 


s Anti-trust Chief Victor Hansen 
has told the commission he re- 
gards “must buy” as a per se vio- 
lation of anti-trust law. His views 
on option time have been some- 
what less clear, but he has indi- 
cated that his present inclination 
would be to regard it as a per se 
violation, too. 

Since the return of FCC Chair- 
man John Doerfer from a lengthy 
international conference in Eu- 
rope this fall, FCC has been work- 
ing hard to come up with some 
conclusions about network busi- 
ness practices. 

Actually the commission has no 
responsibility for “must buy,” 
which is a company policy origi- 
nated by the networks themselves. 
On the other hand, FCC has a lot 
to say about option time, because 
it is specifically authorized under 
the commissions’s network affilia- 
tion regulations which have been 
in effect since prewar days. 

Within the past few days the 
commission was reported to have 
split five to two on a tentative de- 
cision to issue a report finding that 
option time is necessary in the 
public interest in order to assure 
orderly operation of networks. 


m This finding would be of great 
importance to the networks in the 
event the Justice Department in- 


the | 


Nets, FCC Nearing Showdown over  Accuratj 
Legality of ‘Must Buy,’ Option Time aaa 


sisted on anti-trust litigation to 
settle the point. But its exact sig-| 
nificance is still uncertain because | 
there are reports that FCC will! 
cushion its decision with a pro-| 
posal to scale down the amount of 
option time. Such a move would 
|make option time less valuable to 
networks, but it would also make 
it almost impossible for the Justice 
Department to prove that existing 
}option practices constitute an un- 
reasonable restraint of trade. 


8 So far, the move to eliminate) 


come from the lengthy and costly 
investigations. Networks have vol- 
untarily put contractual relation- 
ships with affiliates on a more 
systematic basis, but they contin- 
ue to resist proposals that affili- 
ates can compare notes on com- 
pensation arrangements and other 
features. 

On its part, FCC has yet to force 


affiliates, nor has it made any 
move to “roll back” the existing 
limit of five vhfs on multiple own- 
ership of tv outlets. 

In the three years since the 
“monopoly” issue was raised, the 
rise of ABC as a third network 


“must buy” is the most important! 77 
change in network procedures to|*” 


any changes on networks or their | 


RECORD-STRAIGHTENER — Electronic 
News uses a page house ad to point 
out that news of the MOLE (a fic- 
titious electronic military device), 
attributed by Time to EN’s editori- 
al pages, actually consisted of ads 
by Accuracy Inc. But “we are elat- 
ed” that Time found the ad pro- 
gram of interest,” EN says. Time 
says, “We just went along with 
the gag.” 


‘Untrue’ Merger of 
Silberstein-Goldsmith, 


available to advertisers and the 
construction of third stations in 
many of the two-station markets 


of the debate. 
When investigation got 


committee and the Senate com- 
'mittee on interstate and foreign 
‘commerce, tv still was bottle- 
necked by a number of two-station 
|situations in key markets. Syndi- 
|cators who instigated the inves- 
|tigations produced evidence that 
| option time made it impossible 
|for film producers to get wide- 
|spread distribution unless they 
sold their product to networks. 


® Investigators were told that 
| must buy represented an unfair 
power over advertisers, which net- 
works could not have exercised ex- 
cept for option time arrangements 
which enabled them to control 
most of the best viewing hours in 
the key markets. They were. also 
told the “must buy” privilege rep- 
resented an extra plum which net- 
works held when they sat down to 
offer affiliation arrangements to 
outlets in highly competitive mar- 
kets. 

Early last year reports from the 
House and Senate investigations 
became public. Both said “must 
buy” should go, though they agreed 
some kind of a “minimum buy” 
requirement seemed reasonable. 
Both also said option hours should 
be reduced to encourage more pro- 
gramming by regional or local ad- 
vertisers. 

FCC’s own network study group 
claimed that “must buy” was an 
imposition on advertisers, though 
it admitted that its surveys failed 
to turn up any instance where a 
network advertiser had been 
forced to take more than two or 
three unwanted “must buy” sta- 
tions. 

CBS President Frank Stanton 
went before the commission this 
spring to insist that existing prac- 
tices, including “must buy” and 
option time, are essential and 
aren’t hurting anyone. + 


Revlon Products to LaRoche 
Revlon Inc., New York, has ap- 
pointed C. J. LaRoche & Co., one 
of its present agencies, to handle 
advertising for Sun Bath, Baby 
Silicare and High Gloss hair spray. 
All were formerly at Dowd, Red- 
field & Johnstone. Thin Down, also 
at Dowd, Redfield, remains unas- 


has taken much of the “heat” out | 


under | 
way in the House anti-trust sub-| 


‘North Is Contirmed 


(Continued from Page 1) 

|to supervise the radio-tv activities 
of the agency, also headquartering 
in New York. 

| As a result of the merger, some 
| of the new accounts which will 
enter the North shop are Botany 
Brands; Excello Shirt Co.; F. Ja- 
cobson & Sons Inc. (Jayson shirts); 
Haspel Bros. (suits); Wamsutta 
Mills Inc.; Aetna Steel Products 
Corp., American Elite (hi-fi equip- 
ment); Marvella Pearls, and Shef- 
field Watch Co. 

No accounts are expected to be 
lost by either agency in the merg- 
er, according to the announcement. 
Agency officials also said that all 
personnel will be retained. North 
| will now have full facilities in both 
Chicago and New York. 


# After AA’s original story on the 
merger appeared Oct. 27, Mr. Na- 
thanson wrote a letter to ADVER- 
TISING AGE requesting a Page 1 re- 
traction and asserting: “This story 
is absolutely untrue, and is cate- 
gorically denied.” News releases 


Bert Goldsmith Don P. Nathanson 


carrying the same ‘categorical de- 
nial’ were sent to newspaper ad 
columns and the advertising press 
by North. 


® Silberstein-Goldsmith was 
founded in 1918 by the late Alfred 
J. Silberstein, who died last year 
(AA, Oct. 21, 57). Mr. Goldsmith 
joined the agency in 1920 and be- 
came the sole owner of the agency 
after Mr. Silberstein’s death. 

North Advertising was founded 
three years ago by Mr. Nathanson; 
it has some $5,000,000 in Toni Co. 
billings as its principal account. In 
its first year of operation, North 
billed $10,000,000. Toni is still the 
largest account in the shop, which 
now has such other clients as Gil- 
lette Laboratories, Englander Co., 
Jewel food stores division of Jewel 
Tea Co. and Pilsener Brewing Co. 


signed. 
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CBS Ends ‘Must Buy’ 


to Save Option Time? 


(Continued from Page 1) 
time charge for nighttime and 
75% for daytime. The minimums 
quoted above are based on current 


lrates. If there are individual sta- 


tion increases between now and 


|spring, the rates will go up ac- 


cordingly. 


® There is no disagreement as to 
the main reason behind the CBS 
move. The key phrase is pressure 
from Washington. Industry sources 
are convinced that the network 
is scuttling the much criticized 
“must buy” policy in an-effort to 
hold onto other things considered 
more vital to the operation of the 
business. 

CBS now is ready to battle, if 
necessary, for the retention of op- 
tion time and the right to engage 
in programming and to own sta- 
tions. The network also feels that 
this action may help stave off the 
would-be reformers who would 
like to see the tv networks li- 
censed. 

Pressure from advertisers seems 
to have been the second major 
factor in this decision. Not every- 
body always wanted all those bas- 
ics. For example, a sponsor might 
think he didn’t need San Diego 
if he were buying Los Angeles, but 
both were required. Companies 
which hoped to feature new prod- 
ucts didn’t always have distribu- 
tion in all the “must” cities. And 
of course there are lots of old 
products with peculiar marketing 
and distribution problems. 


® The average CBS nighttime 
show, as of late November, was 
being carried on an average of 146 
stations, at a cost of $64,000. In 
his letter to advertisers and dagen- 
cies, William H. Hylan, CBS vp, 
pointed out that “of all current 
network business, no nighttime 


order is for less than 80% of the 
present applicable gross time 
charges, and only two daytime 


quarter-hour periods are for less 
than 75% of the present applicable 
gross time charges.” 

But does the advertiser want all 
those stations? And what will the 
average station lineup look like, 
now that he is to have a freer 
choice in the matter? 

Only the future can tell, but 
there may be some indication in 
the experience of ABC Television, 
which has no required stations and 
specifies only that a sponsor must 
clear at least $36,900 worth of 
time during a Class A half hour. 


indicates that sponsors, 
particularly those with successful 


||shows, have a liking for substan- 


tial station lineups and big basic 
markets. The average ABC spon- 
sor is buying considerably more 
stations than he has to; despite 
clearance problems in areas where 
there is still a station shortage, the 
average nighitime ABC sponsored 
show is aired on an average of 118 
stations, with costs running some- 
where between $48,000 and $50,- 
000. 

Chrysler Corp. buys 210 stations 
for Lawrence Welk’s Saturday 
show. Chevrolet carries Pat Boone 
on 181, and Kaiser’s favorite west- 
erner, “Maverick,” is seen on 133 
stations. 


® By Jan. 15 the preference of 
CBS’ customers will be obvious. 
They have until that date to in- 
form the network if they wish to 
change current lineups and to find 
out if such changes are permissible 
under the new setup. Specific re- 
quests will help to clarify such 
points as what the network de- 
fines as a “significant section of 
the U.S.” 

In short, how much of an area 


will a sponsor be allowed to leave 
out? 

“Well, we certainly won’t permit 
him to eliminate areas willy-nilly,” 
a CBS executive told ADVERTISING 
Ace. “A sponsor, for example, 
could not decide to drop out the 
whole South—first, because he 
wouldn’t be able to qualify for the 
dollar volume minimum and sec- 
ondly, because we then would not 
be living up-to our responsibility 
to provide program coverage to all 
our affiliates on a nationwide bas- 
av 


— 


What does this revision mean 
for advertisers? Perhaps not very 
much for the big national adver- 
tisers who want long station line- 
ups and find the “must buy” mar- 
kets truly “musts” for them, but it 
means a great deal for less-than- 
national companies with special 
marketing and distribution con- 
siderations. 


s In either case, as Jack Green, 
of J. Walter Thompson Co., point- 
ed out, it is a smart move on the 
part of CBS, which now shifts the 
burden of decision from the net- 
work to the advertisers. Some 
agency men are predicting that the 
complaining advertiser will soon 
discover that he needs some of the 
stations that he has been trying to 
get deleted from his lineup. 


® It is expected to be only a mat- 
ter of time—and nobody will say 
precisely how much time—before 
NBC Television follows the CBS 
lead. NBC has been considering 
several alternates to the “must 
buy” pattern for some time. NBC’s 
required list of stations numbers 
57 at a half-hour Class A cost of 
about $50,000. But the network’s 
average nighttime show is carried 
on an average of 138 stations at a 
cost in the vicinity of $60,000. 

Under consideration are a va- 
riety of dollar volume plans and 
an assortment of proposals de- 
signed to assure the network of 
coverage in the major geographic 
areas. # 


Kraft to Give Job 
on TV (for 2 Weeks) 
to Winner of Contest 


(Picture on Page 1) 

Curcaco, Dec. 18—This may not 
be the answer to all of television’s 
problems, but the winner of an up- 
coming jingle contest sponsored by 
Kraft Foods will win a two-week 
contract (at a mere $10,000 per 
week) as an actor or actress on the 
“Bat Masterson” tv show (NBC). 

Advertising for the contest, a 
promotion for Kraft’s Fudgies and 
caramels, will begin in January. 
Color pages are scheduled for the 
Metro Sunday Comics Network 
Jan. 18 and Puck-The Comic 
Weekly and independents Jan. 25. 
February issues of ten comics 
books in the Dell group will also 
carry color page ads, and the con- 
test packages will be featured in 
four ads in Life in January and 
February. 


s Additional promotion will be 
given on the Bat Masterson show 
and the “Kraft Music Hall’”’ (NBC) 
in January and February. Point of 
sale material, including life-size 
cut-outs of Bat Masterson for 
heavy-traffic stores, will also be 
used. # 


Smith Named Sales Manager 

Lawrence R. Smith, formerly 
national advertising manager of 
Thomas Electronic Organ Co., has 
been named general sales manager 
of Western Broadcasting Co,, Hol- 
lywood, 
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THE ADVER 


Rates 


(maximum—two) 30 letters and spaces per line; upper & lower case 40 per line. Add 


two lines for box number 


$1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 


Closing deadline: Copy in written form in Chicago office 


no later than noon, Wednesday 5 days preceding publication date. Pacific Coast Repre- 


sentative 


(Classified only); Classified Departments, Inc., 4041 Marlton Ave., Los 


Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles Monday noon, 7 days 
preceding publication date, Display classified takes card rate of $18.75 per column 
inch, and card discounts, size and frequency apply. 


AVERAGE PAID CIRCULATION FOR. 


6 MONTHS ENDING JUNE 30, 1958 


NOTICE 

Due to the Christmas and 

New Year holidays the | 
deadline for all classified 
advertising will be Dec. 23 

for the December 29 issue, and 

December 30 for the January 

5 issue. 


HELP WANTED 


RESEARCH DIRECTOR | 
Multiple Businesspaper publisher needs 
research director. Unusual opportunity | 


with expansion-minded firm, now getting | anie to do finished art, la- 


into electronic data processing. Send re- 
sume to Donald Neth, Miller Publishing 
Ce., P. O. Box 67, Minneapolis 40, Min- 
nesota. 


RADIO-TV WRITER 
Outstanding opportunity for experi- 
enced radio-TV writer and production 
man to 
agency. Must be able to turn out large 
volume of polished commercials for vari- 
ety of products and services. No begin- 
ners, please. Send resume’ and recent pic. | 
Box 2095, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
SPACE SALESMAN | 
Scandinavia’s only English language | 
newspaper seeks agent for consumer ad- | 
vertising to Americans in Europe. 
THE SCANDINAVIAN TIMES 
KOMPAGNISTRAEDE 39, | 
COPENHAGEN, DENMARK 
COPYWRITER WANTED | 
Substantial 4A agency needs young man 
with « head for ideas and a fiair for ef- | 
fective writing. Advertising agency ex-| 
perience or experience in an advertising 
department desirable. Excellent opportu- 
nity for writer who can prove it on pa- 
per. Our own people know about this ad 
Send details to 
Box 2093, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Secretary for executive of TV and Media 
department. Salary open Call Mohawk 4- 
6692, Miss Wrobel, Chicago. 


MOLENE 
Editors ........ suosenensinnetl Public Relations 
COPY WTETS ocr ...ddvg. Managers 
Artists .Medi Production Service 


“All is grist, which comes to our mill” 
Andover 3-4424, 105 W. Adams 8St., Chgo 3 
NEWSLETTER EDITOR 
Intelligent, crisp style, ability to inter- 
pret news, spot trends, forecast industry | 
changes, advertising industry. Salary | 
open. | 


Box 2094, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 
Salesman to represent highly creative | 
and prestige art studio. Experience and 
background in advertising art essential. | 

BUNDY-FREIDAY STUDIO, INC. 
185 N. Wabash Ave., FR 2-0287, Chicago. | 
V.P.-PUBLIC RELATIONS DIRECTOR 


Position available with multi unit em- | 
ployer in top salary bracket. Resume un- 
necessary. Send brief letter with experi- 


ence high lights. All replies held m= | 


dential. } 
Box 2097, ADVERTISING AGE | 
480 Lexington Ave., New York 17, N. Y. 


SALES PROMOTION 
ASSISTANT 


AGE 25 TO 30, A B.S. IN CHEM- 
ISTRY PLUS SOME WRITING EX- || 
PERIENCE IN RELATED FIELDS. 


Our rapid growth 
requires the serv- 
ices of the tech- 
nically trained 
man with experi- 
ence in advertis- 
ing, sales promo- 
tion, and techni- 
cal writing in the 
chemical field. 


We offer the best of working condi- 
tions in recreational New England, 
large corporation benefits, plus sal- 
ary commensurate with experience. 


Send résumé in confidence to: 
Mr. George F. Henderson, 
SHAWINIGAN 
RESINS CORPORATION 
SPRINGFIELD 2, MASS. 


41,961 


HELP WANTED 


AGENCY COMPTROLLER- 
OFFICE MANAGER 


not less than five years’ experience in 
advertising accounting and financial 
work, to become responsible for our gen- 


leral office management..A fine opportu- 


nity for growth and participation in a 
steadily expanding agency operation. 
Please address communications, if inter- 
ested, to Bowman Kreer, Clinton E. 


| 


| ADVERTISING FACTOTUM AVAILABLE | 


POSITIONS WANTED | 


Advertising Age, December 22, 1958 


BUSINESS OPPORTUNITIES 


A man 


: 
ING MARKET PLACE RR eee 


bie for a position before Christmas, so he 
can make his big family happy too. Sala- 
ry open, resume on request 
Box 2081, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
Publication or Agency Preduction 

Experience: 9 years with Esquire, Coro-| 
net and Popular Homecraft magazines, 10 | 
| years in graphic arts 

Box 2096, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


like to be able to turn your projects 


|over to a right hand man with complete 


| confidence that they'll be done right and 


| This agency is looking for a man with | 


| 


on time? For a solution write: J. B. «20 | 
George Street, Elgin, Illinois. 
AVAILABLE 
Young, personable, experienced advertis- 
ing agency controller, desires connection 
with agency billing over ten million. 
ACCOUNTANTS EXCHANGE 
105 W. Madison, Chicago 2 
Central 6-1790 
CREATIVE ADMINISTRATOR 
CHICAGO accounting graduate (MBA) 


Frank, Inc., Merchandise Mart, Chicago) with background in economics and statis- 


4. De not telephone. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS—PLACEMENTS 
209 So. State St. HA 17-1991 Chicago 


ADVERTISING ARTIST 


ut, retouch- 


ing. Ideal working conditions: private 
office with north light, liberal pension 
plan, accident and health insurance. 


Pleasant city 2 hours from Chicago, with 
wide lawns, shaded streets, fine schools, 


excellent 
Write for interview W. T. Rawleigh Co. 
grow with expanding Southeast | Freepert, Ill. 


parks. Permanent 


position 


BARNARD'S 
Nation-wide Placements 
In Advertising and Related Ficids 
Exec, Copy, Art, Production, Editorial, 
PR, TV-Radio, Sales, Secretarial, Etc. 
Call Miss Barnard 
WA 2-2306, 202 8. State St., Chicago 4 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chicago, SU 7-2255 


SECRETARY, COSMETICS 


An alert mind and willing hands are 
needed to assist Sales Promotion 
pe pom of new Cosmetic Division 
of well-known Orange County Man- 
ufacturing Company. Some agency 
experience and creative ability pre- 
ferred. Excellent working conditions 
and fringe benefits. Marvelous  Y 
portunity for dependable girl, 22- 
who can get along well with people 
ana isn’t afraid to tackle a variety 
of jobs, which includes typing and 
shorthand. Send complete résumé to 
Cc. J. MeDevitt, 


NUTRILITE PRODUCTS INC. 
Buena Park, California 


Our 47th Year 
LAST CALL! P.R. resort and 


travel. to $25M 
MKTG. EXEC., field analyst, 

realistic, tested idea man, 

foods, agency $18-$23M 
AE, foods. Beer helpful. 

Creative in work with 

writers. To 45 to $15M 
MKT. RESEARCH, young 

Consumer goods $11-$12M 


MEDIA, MAN OR WOMAN. 
Print-broadcast. 


to $10M 
GLADER CORPORATION 


Don Harris, Dir. Adv. Div. 


110 S. Dearborn CE 6-5353 Chicago 


MAKING A 20 MILLION AGENCY 
OUT OF A 10 


Growth comes when an agency 
can show that its work is a con- 
sistent fulfillment of accepted 
principles: In selling, in advertis- 
ing, in marketing, and good busi- 
ness practices. The ability to per- 
form creatively ap such lines 
are the special gifts of a man with 
a national reputation and long 
agency experience in package 
goods field. A change to a Chicago 
agency could be the outcome of 
his knowing about an openin 
with a financially Strong growt 
conscious organization in need of 
strength in any one of several spots 
“plans” “new business” “creative 
Grecterig” ACCOUNT WORK. 
Substantial salary required. Good 
chance of gross income liquidat- 
ing salary at outset. Write ade- 

uately if interested in further 
etails. 

Box 328, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


PRODUCTION 
MANAGER 


by VanSant, Dugdale — Baltimore 


Due to illness, this over 100 employee 
4A agency needs man with thorough 
knowledge of type, engravings, elec- 
trotype, etc. Coordinating and expe- 
diting experience equally important. 
Our man is probably filling #2 spot 
in bigger agency and seeks greater 
opportunity. Salary commensurate 
with ability. Profit sharing, life in- 
surance and retirement plans. If 
you're interested, send résumé to 
Executive Vice President, VanSant- 
Dugdale, 15 E. Fayette St., Balti- 
more 2, Md. State present salary and 
enclose snapshot if possible. 


| editorial, 


tics and 5 years as controller of agency | 
now in 3-5 million class. Creative plan- 
ner, systems and controls developer. Tal- 
ented analyst, interpreter, reporter of the 
significant in operations, media-market- 
ing data. Competent financial or office 
manager, 37, family. Controller, dept. 
manager, or research staff position with 
growth minded firm. Please write 
MORTON FRANCKEL 
910 Dell Read Northbrook, Ill. 


I promise you a Prosperous New Year .. If 
your pub. needs a top producer in So. 
Calif.! 7 yrs. hard work & love it: Selling 
as rep & one-man trade book staff; also 
make-up, production. Age 31. 
Eastern or Western pubs. 

Write Box 27 R 262, ADVERTISING AGE 
4041 Mariton Ave., Los Angeles 8, Calif. 


YOUR CLASSIFIED 
AD HERE WILL 
BRING RESULTS 


ASSISTANT TO 
ADVERTISING 


MANAGER 


Excellent opportunity for am- 
bitious, well-organized young 
man, between 25 and 35, with 
solid background in advertis- 
ing and promotion. 

Position requires experience 
with advertising agency 
or in advertising department. 
Knowledge of all mechanics of 
advertising essential. Must be 
a self-starter and capable of 
carrying the ball on all phases 
of promotion with our accounts 
in the field. 

Submit résumé stating detailed 
experience, specific responsi- 
bilities and present salary. Our 
employees know of this ad. All 
replies held in confidence. Box 
330, Advertising Age, 200 E. 
Illinois St., Chicago 11, Illinois. 


ART DIRECTOR 


leading manufacturer in field-estoblishing 
new consumer product division—needs art 
director with top-flight ability in full- 
color graphic design for work similar to 
textile and wall-paper design. In addition, 
applicant must be strongly sales-minded 
with solid knowledge and background in 
sales promotion ond advertising, full 
knowledge of graphic arts production 
methods. Experience in manufacturing ad- 
vertising/sales promotion dept. preferred. 
Position offers great freedom of expression, 
opportunity to work with leading artists 
and designers. Stable position for a stable 
person—bright future with o rapidly grow- 
ing organization. Salary: up to $8500. 
Send complete résumé. Box 27 R 261, 
ADVERTISING AGE, 4041 Marlton Ave., 
los Angeles 8, Calif. 


RARE 
OPPRTUNITY-TV Q 


| want a man to manage, pro- 
mote and develop TV Q-Rat- 
ings. Please give your back- 
ground in detail, your business 
ambitions and state the salary 
you need to get by on. Write 
only. 


Henry Brenner 
90 Main Street 
Port Washington, N.Y. 


FOR QUICK SALE 
Consumer Boating magazine, ABC. Ex- 
cellent reputation for more than 60 years. 
Box 2098, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


MISCELLANEOUS 


| Binge Time U.S.A. printers of personal- 


ized binge cards for Radio, Television or 
Newspaper Ad promotions. 1025 Lincoln 
Street, Denver 3, Colorado. 

“World's Handiest Type Book” helps you 
to give the pro touch to any printed use 
of words, fast. Free circular, suggestions. 
Baird, 114 W. Kinzie, Chicago 10, WH 4- 
4347 

OVER NITE COLOR PRINT SERVICE 
FROM TRANSPARENCIES ONLY. 
If you are paying high prices for over 


| nite print service it will pay you to write 


to: 


Box 2099, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


READER SERVICE CARDS A PROBLEM 
A complete service tailored to your need 


Reasonable Rates Rapid Processing 


Stevens Reader Service, Copake Falls, NY 


Like new modern 3 story office building 
on Oak Street 


REAL ESTATE 


between Michigan and 
Rush. Total 3 floor sq. ft. area 3800. First 
floor area 1000 under lease for 5 yrs. 2nd 


}and 3rd fl. area of 2800 sq. available at 


once. Third floor has deluxe paneled 
story and half conference rm. with fire- 
place and kitchen facilities. Ideal for ad- 
vertising agency, architect or designer. 


MEDIA DIRECTOR 
WANTED 


An established 4A agency lo- 
cated in Chicago is looking for 
a young man to head up their 
media department. A knowledge 
of all types of media and of both 
consumer and trade advertising 
is essential. Even more impor- 
tant is the ability to develop 
creative media programs, to 
write and give presentations, 
and to manage a sizable depart- 
ment. An opportunity for a 
young man to assume real re- 
sponsibility. Under 35 preferred. 
Salary commensurate with your 
experience. 
Reply Box 329, Advertising Age, 

200 E. Illinois St., Chicago 11, Illinois 


In 


formation upon request. 
AGENT 


Box 2100, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 


‘TOP TWENTY’ AGENCY WANTS 
TOPNOTCH ACCOUNT EXECUTIVE 


We need a young account ex- 
ecutive with planning and ad- 
ministrative talents on a multi- 
million dollar consumer-indus- 
trial account. He’s_ probably 
about 30 with substantial agency 
or client background. He gets 
along well with people, thrives 
under pressure and can spark 
creative thinking (even write 
copy in a pinch). He'll work 
with a skilled force of copy, art, 
media, research and TV vet- 
erans in a 100-man office. Start- 
ing on leading industrial prod- 
ucts, he’ll eventually move into 
consumer markets. If you’re our 
man, send us a résumé and a 
photo (returnable). 

Box 320, ADVERTISING AGE 

480 Lexington Avenue 
New York 17, New York 


TOP ADVERTISING SALESMAN 
DESIRES MANAGEMENT POSITION 
Successful advertising salesman in 
both consumer and business paper 
fields, plus solid background in 
all phases of advertising and 
sales promotion wants manage- 
ment responsibility with pub- 
lisher. Particularly well suited 
for Advertising Sales Manager. 
Now associated with consumer 
publication in Chicago. Interested 
in both consumer and business 
papers. Willing to relocate. Box 
324, ADVERTISING AGE, 200 E. 
Illinois St., Chicago 11, Illinois. 


LITHO SALES 


Milwaukee Lithographer with 
rhe nae for fine color work, es- 
tablished over 50 years, is adding 
to its sales staff either on full time 
or part time basis. We have a cre- 
ative design department to assist 
in developing accounts. Our new 
ome is on one floor equipped with 
our color and two color offset 
presses, platemaking, binding, 
typesetting and letterpress 
departments—all post war equip- 
ment. 


Write: Arthur A. Wetzel, President 


Wetzel Bros. 112 N. Broadway, 
Milwaukee 2 
Agricultural-Industrial 


Account Executive desires reloca- 
tion and more responsibility. Ex- 
perience: Industry, management, 
Adv. dept., 4A Agency. Education: 
Agricultural and Engineering. Pre- 
fer Chicago area or west coast. Pres- 
ent location: Eastern U. S. Box 325, 
ADVERTISING AGE, 200 E. Illinois 
St., Chicago 11, Illinois. 


PRODUCTION EXECUTIVE 


Thoroughly grounded in graphic arts 
procedures, procurement and con- 
trols. 28 years experience. Excellent 
references. Write for detailed sum- 
mary of business experience. Box 
323, ADVERTISING AGE, 200 E. 
Illinois St., Chicago 11, Illinois. 


In a Midwestern 4-A Agency 
there is an opportunity for a 
copywriter who has done rea- 
sonably good readership rated 
magazine advertisements and 
who doesn’t mind putting the 
same ability to work on trade 
paper and literature. Experi- 
ence in industrial and rubber 
fields valuable. For consider- 
ation of appointment send 
sample one advertisement 
with résumé. Our people 
know of this opening. 


Box 327, Advertising Age 
200 E. Illinois St. 
Chicago 11, Illinois 


RESEARCH 
DIRECTOR 
FOR MEDIUM SIZE 
ADVERTISING AGENCY 


We are looking for a top-flight exec- 
utive to head our research depart- 
ment. He must be thoroughly expe- 
rienced in all phases of consumer, 
market, product, copy and motiva- 
tional research and trained in 
the psychological sciences, statistical 
techniques and sales analysis. 


To such a man one of New York's 
fastest growing advertising agencies 
offers a salary in keeping with the 
responsibilities and an Copertony 
to become a key member of a highly 
respected organization. 

Please write fully about yourself, 
including your present salary brack- 
et. Your “ew will be held in strict 
confidence. Our own people know 
of this advertisement. 


Address President, Box 326 
AD 


480 Lexington Ave. 
New York 17, N. Y. 


Holiday Greetings 
Sincere ‘‘thanks” to you whose 
friendship and cooperation 
made 1958 a pleasant year 
to remember. 


All good wishes for a most 
Merry Christmas and a Happy 
and Healthful 1959. 

GEORGE E. PYLKAS 
Executive Advertising Consultant 
CADILLAC ASSOCIATES, INC. 

220 S. State St. - Chicago - WA 2-4800 


ing and merchandising . . 


middle 30’s . . 


Bs ss 


Marsteller, Rickard, Gebhardt & Reed, Inc. 
800 2nd Ave., New York 17, N. Y. 
PITTI III iiiiiiiiiiiiiiiririiiriitity 


We need an experienced 


AGRICULTURAL ACCOUNT EXECUTIVE 


A creative copy-contact man who will supervise one or more of our 
major farm accounts in New York. Must be strong on farm market- 
- and preferably has a background in 
agronomy, farm chemicals or fertilizers. The man we want is a 
self-starter, aggressive and well-organized. He’s probably in his 
. and he'll respond to.the challenge and growth 
opportunity in this job. Replies will be kept in strict confidence. 
Send resume to Howard Sharman, Exec. 
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Current Deals... 


Maxwell House 
Tries 12¢, 7¢ 
Offers in Ads 


Curicaco, Dec. 16—General Foods 
Corp. is trying a variety of ap- 
peals for its Instant Maxwell House 
coffee in newspaper ads, accord- 
ing to an ADVERTISING AGE spot 
check of “current deals and offers” 
in selected cities. 

A Maxwell House ad in the Mil- 
waukee Journal offered 12¢ off on 
a large jar; in the Phoenix Gazette 
and San Diego Tribune it was 7¢ 
off, and in the Cincinnati Enquirer 
and Peoria Journal Star there was 
no special offer. The two-color ads 
were the same except for the low- 
er-right panel and the heads which 
read “Coffee Sale!” in the special- 
offer cities, “Here Today!” in the 
no-offer ads. GF also promoted its 
Birds Eye cut corn and French 
fried potatoes with a 5¢ coupon- 
in-the-package offer in the Cin- 
cinnati Enquirer. + 


Big Circulation 


Gusher Turns Out 
to Be Dry Well 


(Continued from Page 3) 
matter, the test is suspended in- 
definitely.” 

Look told ADVERTISING AGE that 
Dr. Westerberg had approached 
Look circulation people in Des 
Moines with the subscription idea. 
Through a misunderstanding, the 
magazine promised cooperation on 
the idea on Dec. 6 pending approv- 
al from Look’s New York office 
and with the provision that the 
Post Office Department approved 
it. 

The magazine said that “some” 
subscriptions had _ been sold 
through the plan and that Look 
would “make good” on them if 
Coinco did not refund the sub- 
scription price. Look denied that it 
had any contractual agreement 
with Coinco. 

However, Coinco literature dis- 
played a reproduction of a tele- 
gram from Henry C. Cowen, Look 
assistant subscription sales man- 
ager, to Mark Sorley, Coinco vp 
and general manager, which said: 
“Congratulations on your new 
sales plan for the distribution of 
Look subscriptions. Know you will 
be successful and look forward to 
working with you. Will give your 
orders special prompt handling.” 


® Here is how the Coinco plan 
was to work: A person paid $10 
for a three-year subscription to 
Look and became a dealer. He then 
was to sell six such subscriptions, 
on each of which he was to get a 


The Midwest's 
outstanding placement 
service for Adv. * Art & 

allied fields. 

By appointment only 

59 E. MADISON - SUITE 1417 

CHICAGO 2, Ill. 

CEntral 6-5670 


BIRCH 


Personnel 
Service, 
“Ine. 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 


DEARBORN 2-1062 
187 NORTH LASALLE STREET. CHICASO 1. KLINOIS 


PUBLICITY COMMERCIAL 
ONVENTION INDUSTRIAL 


Cc 


Advertising Age, December 22, 1958 


Current Deals and Offers 


Listed below are a variety of offers by advertisers taken from the | 
Thursday, Dec. 4, issues of newspapers in ten cities. The ten are scat- | 


tered geographically and are used often by advertisers as test markets. 
For that reason, ADVERTISING AGE feels that offers listed here give a 
fairly representative sample of deals that are being offered by adver- 


tisers. 


The newspapers used here are the Atlanta Journal, Cincinnati En- 
quirer, Denver Post, Milwaukee Journal, New Orleans States & Item, 
Peoria Journal Star, Phoenix Gazette, Pittsburgh Press, San Diego 


Tribune and South Bend Tribune. 


Since many of these offers are national and tend to appear in many 
of these newspapers on the same day, whenever an offer is listed for 


the first time all the other cities in 


offers are not listed again for the newspapers in those cities. 


Product 


Atlanta Journal 


Nine Lives cat food 
Clorox 
Seabrook Farms 


Six free cans 


Cloverbloom margarine 
Ballard flour 


Heinz beans Ekco knives 


knife). Also in Cincinnati, Denver, Milwaukee, New 
Orleans, Peoria, Phoenix, Pittsburgh, South Bend. 


Stokely’s frozen foods 5¢ coupon. 


8¢ on-the-bottle coupon. . 

Six free packages of frozen vegetables for 12 panels 
from packages. 

Certificate for one free pound. Also in New Orleans. 

15¢ coupon. Also in New Orleans. 


which it appears are given. These 
Offers 


in exchange for six labels. 


as premium for $1 each (50¢ for paring 


Cincinnati Enquirer 

5¢ off on each pound. 

20¢ off on large jar, 12¢ on small. Also in Pittsburgh 
and South Bend. 


Folger’s coffee 
Nescafe 


Pillsbury'’s Best flour 
Birds Eye cut corn and 
french fried potatoes 


15¢ coupon. 


5¢ coupon-in-package. 


Denver Post 
Snow Crop frozen juice 


Friskies cat food 
Allsweet margarine 


15¢ coupon. 


Pittsburgh. 
Mrs. Tucker's shortening 15¢ off. Also 
Carnation instant wheat 


Stokely’s canned fruit 10¢ coupon. 


Christmas doll for 25¢ and three can tops. Also in Mil- 
waukee and South Bend. 


10 cookie cutters for 50¢ and two certificates. Also in 


10¢ coupon. Also in Phoenix and San Diego. 


in Peoria. 


Milwaukee Journal 

Christmas cards for $1 and two wrappers. Also in Pitts- 
burgh and South Bend. 

15¢ coupon. Also in Peoria, Pittsburgh and South Bend. 

Six free jars for six labels. 


Snow Crop peas 


Friskies cubes 
Beech-Nut baby foods 


Maxwell House instant 12¢ off on a 


large jar. 


New Orleans 
Ideal dog food 
Swift's ice cream 
Borden's instant Dutch 
chocolate flavored mix 
Merita Thaw-n-Bake rolls 


10¢ coupon. 
10¢ coupon. 


Three cans free for three labels. 
Dipper Dan doll for $1.50 and two end flaps 


States & Item 


Peoria Journal Star 


Royal gelatin dessert 10¢ coupon. 


Phoenix 
Blue Diamond almonds 
Maxwell House instant 


Gazette 
29¢ savings on two cans. 
Je off. Also in San Diego. 


Pittsburgh Press 


Libby's baby foods 
Py-O-My blueberry muffin 
mix 


10¢ coupon. 


25¢ cash refund. 


San Diego Tribune 


Rich's whip topping 10¢ coupon. 


South Bend Tribune 
10¢ off on 2 Ib. can. 


Thomas J. Webb coffee 


$1 commission. 

Those to whom he sold became 
dealers in turn; the original sell- 
er also was to receive a $1 com-| 
mission on each subscription sold 
by each of the six, and on succes-| 
sive sales as the scheme pro- 
gressed, round by round. 

Dr. Westerberg said the cutoff) 
point is “at the fifth level,” and 
the original seller could make 
$9,330 if the progression were un-| 
broken. 

Shortly after he opened the| 
Coinco office, Dr. Westerberg said, 
he was flooded with telephone) 
calls and telegrams and visitors | 
who wanted to get in on the plan. 
Postal authorities in Wenatchee 
also reported that they were del- 
uged with so many air mail let- 
ters that they “didn’t know what 
to do with them.” + 


Bruning Appoints Ronalds 
Charles Bruning Co., Mount 
Prospect, Ill., manufacturer of 
Copyflex diazotype reproduction 
machines and papers, has appoint- 
ed Ronalds Advertising Agency, 
Toronto, to handle its ads in Cana- 
dian business and trade publica- 
tions. H. W. Kastor & Sons, Chica- 
go, handles all] Bruning advertising 


in the U.S, 


Pharmaceutical Adclub Elects 

Thomas P. Lewis, general man- 
ager of Tailby-Nason Corp., has 
been elected president of the Phar- 
maceutical Advertising Club of 
New York. Other officers elected 
for 1959 are John W. Eckman, vp 
of Thos. Leeming & Co., president 
elect; Edward W. Whitney, direc- 
tor of advertising, Warner Chilcott 
Laboratories, and Paul J. Micali, 
advertising director of Schering 
Corp., vps; Austin J. Daly, adver- 
tising manager, Lederle Labora- 
tories, treasurer, and Audrey Gir- 
ard, advertising manager, J. B. 
Roerig, secretary. 


Sculpthorpe Named to Goebel 
Thomas H. Sculpthorpe, who has 
been on various marketing, mer- 
chandising and ad assignments 
since he joined Campbell-Ewald | 
Co., Detroit, in 1955, has been ap- 
pointed account executive on the 
Goebel Brewing Co. account. 


S.F., L.A. Agencies Affiliate 
Knollin Advertising Agency, San 
Francisco, has formed an affilia- 
tion with Smalley, Levitt & Smith, 
Los Angeles. Each agency will act 
as a branch office of the other and 
will exchange service on behalf of 


clients. 


Heller Tuers 


Persky Hall 


ADVERTISING HUDDLE—Les Persky and Harold Tuers, of Product Serv- 

ices, outline the promotion plans for Six Month floor wax to Jack 

Heller and Lee Hall, chairman and president, respectively, of Con- 
‘tinental Wax Corp. 


Six Month Floor Wax, Opening Markets with 
Saturation TV, Tells of Sales Successes 


(Continued from Page 3) 

try for the consumer’s favor with 
a refined form of a paste-like liq- 
uid wax that had long been in use 
industrially under the name of 
Continental 18. It was Mr. Persky 
who hit on the idea of naming the 
product after its principal claim— 
that is, six months of use without 
re-waxing. Miami and southern 
Florida were selected as the initial 
marketing areas because they of- 
fered a wide variety of floors for 
the first test. Texas was the sec- 
ond marketing area. 


® Encouraged by its Florida and 
Texas reception, Six Month wax 


NIAA Members 
Ask Wider Scope 
in Quiz Replies 


(Continued from Page 2) 
the dues and service policies of 
the association are satisfactory, 429 
expressed dissatisfaction. 

The survey tabulation served as 
a basis for discussion of chapter 
coordinating committee chairmen 
and the organization development 
committee here last week. The 
meeting was a preliminary session 
to formulate recommendations for 
NIAA’s future organization and 
operations. 

Willis T. Jensen, vp of the Rum- 
rill Co., Rochester, N.Y., chairman 
of the organization development 
committee, said that his committee 
will prepare an initial report on 
recommendations for NIAA’s 
structure and areas of activity 
which will be presented to NIAA 
chapters early in 1959. 


® Members of the organization de- 
velopment committee, in addition 
to Mr. Jensen, include: 

C. D. Byrd, advertising manager, 
Dresser Ideco Co., Columbus, O.; 
H. A. Harty, advertising manager, 
Wolverine tube division, Calumet- 
Hecla Inc., Detroit; R. H. Koehler, 
advertising manager, Westing- 
house Air Brake Co., Pittsburgh; 
C. V. Meconis, advertising man- 
ager, Rapids-Standard Co., Grand 
Rapids; G. H. Pfeifer, advertising 
manager, Chain Belt Co., Milwau- 
kee; A. McD. Robertson, account 
executive, Heggie Advertising Co., 
Toronto; H. E. Snyder, advertis- 
ing manager, Arcos Corp., Phila- 
delphia; Fred Wittner, president, 
Fred Wittner Adveftising, New 
York; Jordon D. Wood, advertis- 
ing manager, Jones & Lamson 
Machine Co., Springfield, Vt.; T. G. 
Monahan, advertising manager, 
Dozier-Eastman & Co., Los An- 
geles; and C. J, Steward, Dowell 
Inc., Tulsa. # 


roared into Louisiana, Oklahoma 
and Ohio early in 1958. The initial 
technique of saturation tv spots, 
mixed with a little radio, was re- 
peated. New York, New Jersey and 
Connecticut were the target areas 
in August, followed by Philadel- 
phia, Pittsburgh and several south- 
ern cities in the fall. 

Mr. Hall told ApbVERTISING AGE 
that he has been able to obtain 
pretty good distribution before the 
advertising starts rolling. He said 
this was made possible by the ear- 
ly successes in the Florida and 
Texas test markets. “We just go 
in and explain to the stores what 
we're planning to do in advertis- 
ing and we have no trouble get- 
ting them to stock our product,” 
he said. 

This is not surprising, in view of 
the tremendous television support 
the company is giving Six Month 
floor wax. In the words of Mr. 
Persky, the technique is “super- 
saturation.” Sometimes as many as 
300 spots—minutes, IDs and 20- 
second units—are scheduled week- 
ly in a single city on tv and radio. 


® As in the case of Lestoil, tele- 
vision can take the bows for 
spreading the word quickly about 
Continental. The company came 
out of nowhere to zoom into 29th 
place on the TvB’s third quarter 
spot tv spending list, with esti- 
mated gross time expenditures of 
$622,700. 

Now, however, tv is being 
backed up by newspapers and a 
holiday radio jingle campaign. But 
tv is still the big medium; it will 
get 85% of the anticipated 1959 
budget of $2,500,000. This is quite 
a jump from the first year’s budg- 
et of $60,000. 

Distribution, which is expected 
to go national eventually, will be 
expanded to cover eight additional 
cities in the spring. If all contin- 
ues to go well with Six Month 
floor wax, another new product of 
a compgnion type will be intro- 
duced in a year or so. # * 


Walther Integrates N.Y. Shop 

F. P. Walther Jr. & Associates, 
Boston and New York, has inte- 
grated all its New York area ad- 
vertising, publicity, pr and mar- 
keting facilities at 147 E. 50th St., 
New York. Richard V. Reeves, vp, 
is in charge. The agency’s Boston 
office is at 172 Newbury St. Each 
office is now equipped to offer 
complete client service, according 
to F. P. Walther Jr., the agency’s 
head, 


McGraw Unit Names Ray Ellis 

The measurements division, 
Boonton, N.J., of McGraw-Edison 
Co., Elgin, Ill., has appointed Ray 
Ellis Advertising, Chatham, N. J., 
to handle its advertising. The divi- 
sion makes signal generators and 
electronic testing equipment. 
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Harper Becomes 
Board Chairman; 
McCann Retires 


(Continued from Page 1) 
elected to succeed Mr. McCann as 
president. Mr. Harper was then 32. 

The son of an advertising re- 
searcher who had a company un- 
der his own name, Mr. Harper rose 
to the top at McCann through the 
research side of the business. In 
1949, his first year as president, the 
agency billed $60,000,000. It billed 
$262,000,000 last year. 


® Interviewed today by ADVERTIS- 
inc Ace, Mr. McCann said he had 
“already been halfway retired.” 

“No one feels it’s a great change 
because it has come about so grad- 
ually,” he said. 

Retiring with Mr. McCann is 
Henry Q. Hawes, who has been 
associated with the agency for 40 
years. He has been a director and 
a member of the finance commit- 


Robert E. Healy, formerly exec 
vp, was elected by the board to the 
new post of vice-chairman. Mr. 
Healy joined McCann-Erickson in 
1952 after 18 years with Colgate- 
Palmolive Co. Wilbert G. Stilson, 
exec vp and top administrative 
officer, was named chairman of 
the operations committee. 


s Mr. Harper announced, in a staff 
memorandum, that the board’s de- 
cisions complete “a series of actions 
initiated by Mr. McCann over the 
past 15 years, in which manage- 
ment control and ownership have 


cory "ete! 


Marion Harper 


passed in an orderly progression 
from the founders to the staff.” 
These actions have _ included 
adoption of the first employe ben- 
efit plan in 1943, inauguration of 
an employe stock plan in 1946 and 
the purchase of voting stock by 
employes’ benefit plans in 1956. 
With the retirement of Mr. Mc- 
Cann, majority voting control 
passes to the employes’ benefit 
plans. Mr. McCann has sold all of 
his equity stock to the company, 
but he told AA he is not taking 
all of his capital out of the agency. 
“TI feel that the people who work 
in the agency should have the 
profits from it,” Mr. McCann said. 


s Mr. Harper called the board’s 
decisions “a notable milestone,” 
adding: 

“The founders have now totally 
entrusted the company to the staff. 
In contrast to what commonly hap- 
pens in the transfer of founders’ 
ownership in many businesses, 
none of the original financial in- 
terest in McCann-Erickson passed 
outside the company. 

“It can be literally said, there- 
fore, that McCann-Erickson is 
owned by and operated for the 
benefit of all echelons of its em- 
ployes. 

“To the best of our knowledge, 
this is the first time that employe 
benefit plans have acquired voting 
control and ownership of any siz- 
able advertising agency.” 

The retirement of Mr. McCann 


represents the formal transfer of 
|control to the Marion Harper ad- 
ministration. In relinquishing the | 
|president’s post 10 years ago, Mr.) 


|McCann gave the young Mr. Har-| 


jagency. And Mr. 
|ceeded to 
Erickson. 


Harper pro-| 
transform McCann- | 


® The McCann-Erickson of today 
is an agency fashioned by Marion 
Harper. It has spawned Com- 
munications Counselors, Market 
Planning Corp. and Sales Com- 
munications Inc. to offer clients a 
range of services covering all 
phases of marketing. It has forged 
ahead overseas with new offices, 
many of them the leading agencies | 
in their respective countries. It) 
has absorbed Marschalk & Pratt 
to provide a small agency simee-| 
phere for clients who prefer not | 
to deal with a large agency. 

Mr. Harper has stocked his or-| 
ganization with a glittering array 
of top-drawer talent, drawn from 
industry, media and other agencies. 
Among the Harper recruits are 
Bob Healy, Frank White, Terry 
Cline, Emerson Foote, Tom Mc- 
Avity, George Park, Anthony 
Hyde, Vince Tutching, Art Grimes, 
Ham Mattoon, Roger Purdon, 
Bob Cole and Ted Beach. 


s McCann-Erickson, under Mar- 
ion Harper, also has become a 
lodestone for big advertisers. Two 
of the largest accounts to change 
hands in recent years—Coca-Cola 
and Buick—both went to McCann. 
Among the other clients added in 
the past five years are Avis Rent- 
A-Car, Colgate-Palmolive, Bulova, 
Georgia-Pacific, Liggett & Myers, 
McGregor-Doniger, National Air- 
lines and Mennen. 

Whenever Mr. Harper and other 
top executives of the agency have 
talked about the growth of Mc- 
Cann-Erickson over the past 10 
years, they invariably have pointed 
out to interviewers that all of this 
was made possible by the willing- 
ness of Mr. McCann to give the 
management a free rein. 

It was, in a sense, a caretaker 
management, with Mr. McCann, 
in financial control of the agency, 
remaining in the background. 


s McCann-Erickson moves _ into 
1959 with an 1l-man board of 
directors—all of them active in the 
management of the agency. On 
this board are Mr. Harper; Mr. 
Healy, regional supervisor of 
eastern offices; Paul Foley, man- 
ager of the New York home office; 
Emerson Foote, midwestern re- 
gional supervisor; Thomas P. 
Losee, in charge of affiliates; Rud- 
yard C. McKee, administrative vp; 
Chester A. Posey, in charge of 
account planning, media and re- 
search (his son, Chester L. Posey, 
is vp and general manager of Mc- 
Cann’s Chicago office); Phipps L. 
Rasmussen, West Coast regional 
supervisor; Wilbert G. Stilson, exec 
vp in charge of administration; 
John H. Tinker Jr., creative chief; 
and Frank K. White, treasurer. 
Five of these board members— 
Messrs. Foley, Foote, Healy, 
McKee and White—joined Mc- 
Cann-Erickson after Mr. Harper 


became president. # 


Half a Century in Ad Business—46 Heading 
Own Shop—McCann Found It ‘Never Boring’ 


New York, Dec. 17—Harrison}| 
|per a free hand in running the | King McCann, who retired this) 


vestor. 
The Standard Oil business made 


week as chairman of McCann-| H. K. McCann a national agency 


Erickson, looked back today over 


46 years in the advertising agency | 


business. 

In a business given to hyper- 
bole, Harry McCann stands out for 
his reticence. His tall, well-filled 
figure has graced few speakers’ 


|platforms and he leaves no legacy 


of maxims for success in the agen- 
cy world. 

He was, perhaps above every- 
thing else, an entrepreneur—and a 
very successful one. He is known 
for his ability to get along with 
top corporation executives and for 
his skill at picking lieutenants. 

“It was very stimulating,” he 
said today in response to a ques- 
tion as to what he felt his major 
accomplishments were. “The agen- 
cy business is always interesting, 
because you are working with so 
many different companies. There’s 
something new every day. It’s not 
the same as stamping out the same 
thing all the time. It’s so stimu- 
lating that you never get bored.” 


® Mr. McCann doesn’t think it 
matters much whether advertis- 
ing is called a business or a pro- 
fession. 

“It has a_ strong professional 
side,” he said, “but you need peo- 
ple with good business judgment.” 

Interviewed in his 13th floor of- 
fice at 50 Rockefeller Plaza, head- 
quarters of an agency which now 
prides itself on depth of services, 
Mr. McCann allowed that things 
were a little different when he 
started the H. K. McCann Co. in 
1912. 

“We had only newspapers and 
magazines then,” he recalled. “We 
had no radio or television. Clients 
did some of their own advertising, 
and we did some. Today clients are 
demanding more and more services 
—and justifiably.” 

The McCann agency owed its 
start in life to the dissolution of the 
Standard Oil trust. Mr. McCann 
came down to New York from 
Maine in the early part of the 
century, worked as a sales repre- 
sentative for Poland Springs wat- 
er, went with a small advertising 
agency and then pioneered in pub- 
lic service advertising with the 
New York Telephone Co. He joined 
Standard Oil as head of the adver- 
tising department in 1911, just a 
year before the Supreme Court or- 
dered the dissolution of the Rocke- 
feller empire. 


® He offered to set up an agency 
to handle advertising for all of the 
Standard companies, promising to 
take care of the people in the ad 
department. Standard put him in 
business. In that ad department, 
which was transformed into the 
H. K. McCann Co., were Harrison 
Atwood, later international vp and 
vice-chairman of the agency; Kitty 
Kelly, who is still his secretary; 
Dewey Hill, now at Fletcher D. 
Richards; and Ellery Mann, who 
later became president of Zonite 
and Tampax, companies in which 
Mr. McCann was also a major in- 


from the start. To service the dif- 
ferent segments, branch offices 
were opened, and because the oil 
companies were big businesses in 
their areas, the agency was able 
to move on to other major ac- 
counts. The branch operation com- 
mon today in the national agency 


Carin. 

Over the years the agency lost 
different segments of the Stand- 
ard business—inevitable as the 
different companies became more 
independent of, and more competi- 
tive with, each other. McCann- 
Erickson, however, retains today 


the Jersey Standard account (and) 


its subsidiaries, Carter Oil and 


Humble Oil) and the Ohio Stand-| 


ard account. 


® Mr. McCann was a Bowdoin 
man (class of 02), and for years 
the top echelons of the agency 
were studded with Bowdoin men. 
Mr. Atwood was from Bowdoin, as 
was Henry Q. Hawes, whom Mr. 
McCann sent to the West Coast in 
1918 to handle Standard of Cali- 
fornia. Also, in 1920, Mr. McCann 
recruited from Bowdoin the late 
Dr. L. D. H. Weld to organize a 
market research department. It 
was Dr. Weld who developed the 
well known McCann-Erickson es- 
timates of total advertising vol- 
ume. 

Standard Oil, which put the 
agency in business, also put it into 
the international field in the ’20s. 
McCann opened agencies in Eu- 
rope then, primarily to service 
Jersey Standard, and this was the 
beginning of the vast McCann- 
Erickson International network of 
offices, which serve hundreds of 
clients today. 

“We felt that we should follow 
the flags of our clients,” Mr. Mc- 
Cann explained today. He noted 
that the international business was 
not profitable for the agency at 
the start, and he added that it still 
isn’t very profitable today, com- 
pared to domestic business, al- 
though billings will amount to 
some $60,000,000 this year. 


@ There were some tough times 
along the way. Mr. McCann par- 
ticularly remembers the period im- 
mediately following the stock mar- 
ket crash of 1929, when clients cut 
back advertising sharply. It was 
then—in 1930—that Mr. McCann 
merged his shop with A. W. Erick- 
son Co., founded by another agen- 
cy pioneer, Albert W. Erickson. 

“We fitted very well together,” 
Mr. McCann said today, “and it 
was a great loss to lose him six 
years later” (Mr. Erickson died in 
1936). 

Once described by an employe 
as looking “like a farmer who had 
found there was money in the 
Maine legislature,” Harry McCann 
was intensely loyal to his people, 
ready to go to bat for them with 
any client. In his day, McCann 
was a “dear” agency: it didn’t pay 
high salaries or bonuses, and vice- 


| 


*( Advertising] has a strong professional side, but you need people with good business judgment.” 


presidencies were rare. There were 
some who doubted that he was an 
advertising man—he was never 
particularly close to creative peo- 
ple. But no one ever doubted his 
business acumen. 


® He disliked giving orders, firing 
people or resigning accounts. He 
was at his best when an account 
was in jeopardy. He was very good 
at top level contact, completely at 
home in the corporation world and 


skilled at figuring out what a cli- 
}ent would accept. 
field was pioneered by Mr. Mc-| 


As a rule, he never talked ad- 
vertising per se. He talked to ty- 
coons about advertising as a nec- 
essary investment to produce 
profit—the bigger the investment, 
the bigger the profit. In one rare 
speech that he made in 1936, he 
pointed out that advertising re- 
duces the unit cost of products by 
increasing the number of users. 

Never one to seek the limelight, 
he has one of the shortest biog- 
raphies in ““‘Who’s Who’’—just five 
lines. He absolutely disliked writ- 
ing business letters. He used to 
say there were two kinds of letters 
—those that shouldn’t be answered 
and those that needn’t be. 


s He has always been known for 
balance and coolness under fire. - 
According to one story, when Mc- 
Cann lost the Socony account, Mr. 
McCann was two days out on a 
boat to Europe and it took 48 hours 
for the McCann people to work up 
the nerve to send a radiogram to 
inform H. K. Back came the an- 
swer: “Every business suffers a 
percentage of losses. Ours has been 
surprisingly low.” 

Mr. McCann has considered 13 
his lucky number. The agency first 
had offices on a 13th floor, and 
when it moved from 26 Broadway 
he said, “Well, we had good luck 
there, and if we can have half as 
much luck, we’ll be doing all 
right.” All McCann buildings are 
supposed to have a 13th floor, and 
he gets an office on the 13th. 

He’s married to the former 
Dorothy Barstow, who produced 
“Death Valley Days” and “Dr. 
Christian,” two of the longest- 
lived radio shows. She has been a 
vp of McCann-Erickson. 


® The McCanns own a farm near 
Greenport, L.I., and have a Man- 
hattan apartment on Sutton PI. 
He is a longtime golfer, who still 
shoots in the 80s “once in a great 
while.” For many years he played 
in a foursome, one of whose mem- 
bers was Frank Abrams, retired 
chairman of Jersey Standard. 

Mr. McCann, like Mr. Erickson, 
has been an investor. He is cur- 
rently a director of Technicolor 
Inc. and U.S. Potash Co., both 
McCann-Erickson clients. + 


‘Puck’ Boosts Davidson, Davis 

J. Hugh E. Davis, former vp and 
ad director of Puck—The Comic 
Weekly, has been named vp and 
general manager, succeeding Rob- 
ert P. Davidson, who moves up as 
vp in charge of publisher relations. 
Prior to joining the Hearst organ- 
ization in 1956, Mr. Davis was 
exec vp of Foote, Cone & Belding, 
in Chicago. 
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Top ‘58 Radio Spot 
Users: GM, Ford, 
Reynolds, American 


(Continued from Page 1) 


how much the giants were invest- 
ing in spot radio was a mystery 
concealed by the difficulty of 
measuring a medium which com- 
prised over 3,300 stations, though 
far fewer than that number are 
naturally used for any single cam- 
paign,” he said. 

Mr. Sweeney noted that some of 
the top accounts are spending $90,- 
000 or more weekly in spot radio, 
which is “equivalent to the cost 
of a major half-hour nighttime 
network television venture weekly 
even at today’s tv prices.” He said 
that 85% of the top 100 advertisers 
who are eligible to do so used ra- 
dio—network or spot—during 1958. 


s The RAB said it is difficult to 
compare the spot radio figures with 
those of other media due to “the 
fact that other media figures (for 
example those issued for spot tv) 
are gross, that is, too high. Figures 
of other media are calculated on 
the basis of the one-time rate— 
without discounts earned by the 
advertiser’s frequency of an- 
nouncements weekly and duration 
of schedule. For example it’s be- 
lieved spot tv figures run 20% 
higher on the average, probably 
more for smaller accounts.” # 


Leading Spot Radio Advertisers 
in 1958 
Source: Radio Advertising Bureau 


Rank Company 
2 Gemeral Motors .........cceccsccsssseeseee 
2 Ford Motor Co. ..... 
3 R. J. Reynolds .... 
4 American Tobacco 
5 Liggett & Myers .. 
6 Texas Co. ..... 
7 Chrysler Co 
8 Sinclair Oi! ... 

9 Thomas Leeming 
10 Lever Bros. 


$5,400,000 


10 Standard Brands 2.0.0.0... 1,900,000 
12 Anh Busch 1,800,000 | 
12 Carling Brewing. ...................... 1,800,000 
14 Bristol-Myers 1,700,000 


ken 
14 Shell Oil 
17 Continental Baking r 
17 Sterling Drug 1,600,000 
19 Beneficial Finance ..... 1,500,000 | 
19 B. C. Remedy ......... 1,500,000 | 
OB FO CU socthantenaidecbsieninaiints 1,400, 
Note: The figures shown here are totals 
for the company named, including all of 
its brands and divisions. The figures are 


1,700,000 
1,700,000 | 
1,600. pond 


| 


} 


Net Time Charges) 
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Paris & Peart, 
Gardner Merged 


(Continued from Page 1) 
Gardner said, and all other officers 
of the two agencies will retain 
their present positions. Gardner 
also said it foresees no cutbacks 
among agency personnel at pres- 
ent. Gardner has 250 people in its 
St. Louis, New York and Holly- 
wood offices. Paris & Peart has 115 
employes. 

Roland Martini, Gardner vp and 
executive radio-tv director, will 
remain in New York, and Al 
Chance will continue as manager 
of Gardner’s Hollywood office. 
Present plans call for maintaining 
New York office space both at the 
present Paris & Peart location at 
370 Lexington Ave. and at Gard- 
ner’s present space in the Time- 
Life Bldg. Paris & Peart is over- 
crowded in its present quarters, 
Gardner explained, while Gardner 
has room to expand in its New 
York office. 


® Ira Rubel & Co., management 
and accounting counselors, par- 
ticipated in working out details of 
the merger, which will be con- 
summated principally through 
stock transfers. 

Messrs. Claggett and Rehm, in 
a joint statement, said: 

“Merger of these twe. well-es- 
tablished agencies brings together 
in one dynamic organization an 


John Rehm 


Charles Claggett 


outstanding team of creative and 
executive advertising people and 
a distinguished list of clients. 
“This will make possible even 
finer advertising service for the 
clients of both agencies and in- 
creased opportunities for the per- 
sonnel of the two companies. It 
gives the new Gardner Advertising 


Last Minute News Flashes 
Lipson Named Ad Director of Bell & Howell 


Cuicaco, Dec. 19—Robert D. Lipson, sales promotion manager of Bell 
& Howell for the past six years, has been named director of advertising 
and sales promotion, effective Jan. 1. He succeeds Pierre Marshall, who 
resigned to join Keyes, Madden & Jones, Chicago (see story on Page 8). 
A. D. Grasser, assistant sales promotion manager, succeeds Mr. Lipson. 


FDA’‘s Howland Joins Enloe Agency as Exec VP 


WASHINGTON, Dec. 19—-Dr. Albert H. (Jerry) Howland, medical di- 
rector of the Food & Drug Administration, is leaving goverimment serv- 
ice next year to;join Cortez F. Enloe Inc., New York ethical drug agency. 
Dr. Howland has purchased a substantial interest in the Enloe agency 
and will be exec vp and chief operations officer. 


Pennsylvania Tire, F&S&R to Part Company 
MANSFIELD, O., Dec. 19—Pennsylvania Tire Co. and its agency, Fuller 

& Smith & Ross, will end their five-year relationship Jan. 1. Pennsyl- 

vania Tire said it would name a new agency after the first of the year. 


National Electric Coil Shifts to Griswold-Eshleman 


Co._umswus, Dec. 19—National Electric Coil Co., a division of McGraw- 
Edison Co., will move its advertising account Jan. 1 from Kight Adver- 
tising, Columbus, to Griswold-Eshleman Co., Cleveland. National Coil, 
a major electric coil and insulation manufacturer, will launch a new 
national ad program in the spring. 


Tillamook Cheese Account Shifts to Showalter Lynch 


TILLAMOOK, ORE., Dec. 19—Tillamook County Creamery Assn., pro- 
ducer of Tillamook cheese, will shift its advertising account from 
Botsford, Constantine & Gardner to Showalter Lynch Advertising Agen- 
cy, both of Portland, on Jan. 1. 


Weiman Co. Moves to R. Jack Scott 


RockForD, ILL., Dec. 19—The Weiman Co., furniture manufacturer, 
has moved its account to R. Jack Scott Inc., Chicago, from the Phil 
Gordon Agency. A campaign is tentatively planned using shelter mag- 
azines. 


Maxon Finds Conflict, Resigns Magnavox 
Detroit, Dec. 19—-Maxon Inc. has resigned the account of Magnavox 
Co., Fort Wayne, Ind., “because of a competitive situation between 
| Magnavox and another Maxon account”—presumably General Electric, 
for which Maxon places tube and radio receiver advertising. 


‘MacManus to Add 3Ms Magnetic Products Unit 


Sr. Pau, Dec. 19—-Minnesota Mining & Mfg Co. has named MacMan- 
us, John & Adams to handle its magnetic products division, effective 
March 1. Batten, Barton, Durstine & Osborn is the current agency. 
MJ&A now handles the company’s gift wrap and fabric divisions, adhe- 
sives, coatings and chemical products divisions. 


Kayser Canada Unit Moves to Daniel & Charles 

Toronto, Dec. 19—Julius Kayser & Co. Ltd., London, Ont., subsidiary 
of the women’s wear manufacturer of that name in New York, will 
move its advertising account Jan. 1 from Walsh Advertising Co., here, 
to Daniel & Charles, New York. 


Esso Sets Flit Drive; Other Late News 


|e Esso Standard Oil Co. has launched an introductory campaign in 
| trade journals plugging Flit house and garden insect killer and Flit 
roach and ant killer, both new products to be marketed nationally this 
spring. The two bug killers replace Flit insecticide, previously adver- 


for the calendar year 1958 as estimated/ Co, a strength in depth comparable | tised only in Esso’s 18-state marketing area, and will be pushed nation- 


by RAB based on its surveys during the! 
year with additional validating cross- | 
checks for accuracy. The figures are ‘‘net,”’ 
meaning they represent estimates of actual | 
expenditure rather than overly-high gross 
figures. | 


Active Spot Radio Users 
Listed Alphabetically 


to any agency in the nation. 

“We regard this as only the first 
step toward greater growth and 
progress in the future.” 


ally on nighttime network tv (for other news of Esso magazine adver- 
| tising, see story on Page 8). McCann-Erickson is the agency. 


e Bon Ami Co., New York, has approved an ad budget of $2,080,000 for 
1959. The company says $1,330,000 of this is in cash advertising and 
| approximately $750,000 in “barter” broadcast ads, under terms of a 


| 


| 


'@ Gardner Advertising Co. was deal arranged by previous management of the company. Of the total 
\founded in 1908 by Herbert S.| expenditure, 70% will go for Bon Ami’s new cleanser, which will con- 


|Gardner, who died in 1955. Her-| tain Du Pont’s Oxone (a monopersulfate compound), and the remain- 


Company* 
Alemite division, Stewart- 

Warner 
American Airlines 
American Home Products 
Associated Sepian Produc 


$1,100,000 

1,000,000 
925,000 
780,000 | 


P. Ballantine & Sons .... 650,000 
Beech-Nut Life Save 715,000 
Best Foods .................... 1,100,000 


Campbell Soup .... 


ee 1,100,000 
Colgate-Palmolive 0.0.0.0... 750,000) 
Falstaff Brewing .............. 720,000) 
General Mills .................... 650,000 | 
SITTER she ihaiisvasdeantacetensiuitipens .. 1,000,000) 
Robert Hall Clothes ........ 725,000 | 
Theo. Hamm Brewing ...... 650,000 
Household Finance 900,000 
Liebmann Breweries 780,000 
i. TAA, sieneosenctnevins a ee 1,200,000 
Metropolitan Life Insurance ........ 1,000,000 
Miles Laboratories ..........0.00......... 1,100,000 
National Carbon Co. .........0..0 800,000 
Northwest Orient Airlines ... 1,100,000 
Quaker Oats Co. ................. 1,000,000 
Revion Ine. ............. 750,000 
Jos. Schlitz Brewing ...................... 900,000 
Seaboard Finance ..... 700,000 
Standard Oil (N.J.) ..... 1,200,000 
eR OIE vo ncntsenseesinns 730,000 
NE I acencnninteatedmrmntenaliibincreinchesiin 960,000 
Trans World Airlines ........ 650,000 


*Other large spot radic accounts equal in 
billings to some of those listed here, par- 
ticularly regionals, may be omitted. Rea- 
son: the RAB sample, after only three 
surveys is not large enough to insure that 
all accounts are being fully reported. 


Harriet Romain Moves 

Harriet Romain Advertising, 
New York, has moved to 37 W. 
57th St. 


Claggett became president of the 
agency in November, 1955, when 
Mr. Marshutz moved up to chair- 
man of the board. 

B. J. Paris and Alfred G. Peart, 


840,000; both now deceased, formed their | 
agency in 1927. Mr. Peart was di-| 


rector of advertising for A&P 
when he and Mr. Paris, an asso- 
ciate there, left to start their own 
agency, taking the food chain ac- 
count with them . 

Last month Paris & Peart lost 
the Woman’s Day account to Doyle 
Dane Bernbach (AA, Nov. 10). # 


ROBERT ANTHONY 

Cuicaco, Dec. 17—Robert An- 
thony, 72, the smiling butler who 
appeared in about 150 Hiram 
Walker ads between 1945 and 
1956, died here today of a heart 
ailment. His 11 years with Walker 
is believed to be a record for a 
model’s duration with a product. 

Mr. Anthony had been a waiter 
for 35 years in the Empire Room 
of the Palmer House here when he 
was spotted in 1945 by Wesley 
Bowman, of Wesley Bowman Inc., 
photographer. The ads Mr. An- 


Net Time Expenditures bert S. Gardner Jr. is now secre-| der to Jet Spray and four other Bon Ami products. Cole, Fischer & 
\tary-treasurer of the agency. Mr.) 


Rogow 


e@ GY nine Booth newspapers in Michigan, five have settled their strike 
wit International Typographical Union and will begin publishing 
imm, | stely. The five are the Ann Arbor News, Kalamazoo Gazette, 
Bay «<.ty Times, Muskegon Chronicle and Saginaw News. An early 
settiem:ciit of the strike which began Nov. 24 (AA, Dec. 1) is expected 
at the our Booth newspapers. 


is the agency. 


e The Audit Bureau of Circulations’ board of directors has voted to 
eliminate the reporting of rural mail delivery and non-rural mail de- 


. 
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Atherton Agency 


Is Merged with 
Kastor, Hilton 


(Continued from Page 1) 
although both agencies are pri- 
marily package goods shops han- 
dling drug and grocery items in 
particular. Under the new setup, 
billings will be about 85% in the 
drug and grocery fields. Atherton 
& Currier, however, has a com- 
pletely integrated industrial divi- 
sion, which will open up new areas 
for the other shop, Mr. Kahn told 
ADVERTISING AGE. 

The Kastor, Hilton account list 
includes Drug Research Corp., 
Carter Products, Smith Bros., Snow 
Crop division of Minute Maid, 
Stop & Save Trading Stamp Co. 
and Hickok Mfg. Co. 

Atherton’s clients include Potter 
Drug & Chemical Corp., American 
Bible Society, B. Klutch Corp., 
Macmillan Co. and the General 
Chemical & Solvay Process divi- 
sions of Allied Chemical Corp. 


® The two agencies will remain in 
their present offices until March 
1, when they will be consolidated 
on two floors of the newly con- 
structed buildings at 575 Lexing- 
ton Ave. The two staffs will total 
about 100, and the company ex- 
pects to be able to combine them 
without having to dismiss anyone. 

The agencies’ Canadian affili- 
ates—Bradley, Venning & Hilton 
and Atherton & Currier, both in 
Toronto—also will be consolidated 
Jan. 1, to form Bradley, Venning, 
Hilton & Atherton. William E, 
McDonald, currently manager of 
Atherton & Currier in Toronto, 
will become vp of the new com- 
pany. Mr. Hilton and Mr. Ather- 
ton will be directors. 

There were three main reasons 
for the merger, Messrs. Kahn and 
Hilton told AA: (1) To give better 
service to both sets of clients; 
(2) to build up volume to enable 
the agency to go out after new 
business—“for the first time we 
will be ready to bid for really 
significant business (so often ac- 
counts billing around $3,000,000 
want to limit their search for an 
agency to those billing $15,000,000 
or more)”; and (3) to achieve 
greater security for all employes 
—‘“‘the larger the agency, the 
more security.” 


® The Kastor agency dates back 
to 1945, when it was set up by 
Messrs. Kahn, Chesley, Clifford 
and Farrell. At the time, Mr. Kahn 
was president of H. W. Kastor & 
Sons, in Chicago, an agency es- 
tablished in 1894 by his grand- 
father. Mr. Kahn then moved to 
New York to become president of 
the new KFC&C. Four of the 
founders remain; Mr. Farrell re- 
signed ten years ago and is now 
ad director of Monsanto Chemical. 

Mr. Hilton founded his own 
agency in 1947; then, in 1950, set 


| 


| 
| 


livery subscription figures by farm publication members. The change 
becomes effective Jan. 1 and will be reflected in ABC farm publication | 
reports issued after June 30, 1959, when only total circulation figures | 
will be reported. 


e Colgate-Palmolive Co. has announced “an agreement in principle” 
to buy the Wildroot Co., Buffalo, early next year. The purchase will be 
| made through an exchange of stock. ADVERTISING AGE was unable to 
| learn whether any agency changes are in the offing. Batten, Barton, 
| Durstine & Osborn is Wildroot’s agency. Wildroot, which will be op- | 
| erated as a Colgate subsidiary, makes Wildroot Cream Oil, big-selling | 
hair tonic. 


e Arthur L. Decker has rejoined Henri, Hurst & McDonald as senior vp 
and member of the plans board, after a 14-year absence. Mr. Decker | 
was senior vp and general manager of Donahue & Coe, Chicago, until | 
the D&C Chicago operation moved into Keyes, Madden & Jones earlier 
this month (AA, Dec. 1). Fairbanks, Morse & Co., which followed Mr. 
Decker from Henri, Hurst to Buchen Co. in ’46, and to Donahue & Coe 
earlier this year, also is expected to return to Henri, Hurst. 


up Hilton & Riggio with Louis J. 
Riggio. Mr. Riggio left the agency 
early in 1957 to join CBS Radio. 
Mr. Hilton has long specialized in 
new products and for the past 
five years has handled a yearly 
new products seminar—a project 
which the new agency will con- 
tinue to emphasize. 


® Atherton & Currier was formed 
in 1927 by J. W. Atherton and 
George Currier,- both of whom 
were with Morse International. 
A year later, Mr. Atherton bought 
out Mr. Currier and became sole 
owner of the agency. # 


G.R. Products Names Jaqua 
Grand Rapids Products, Grand 


e Chicago Molded Products Corp., maker of plastic products, has ap- 
pointed Marsteller, Rickard, Gebhardt & Reed, Chicago, to handle its 


Rapids, maker of movable walls 
‘and partitions, has named Jaqua 


thony appeared in were placed by| advertising and public relations, effective Jan. 1. G. M. Basford Co.,|Co., Grand Rapids and Detroit, to 


| Foote, Cone & Belding. # 


New York, is the current agency. 


EE A REN pe 
nee. 


‘handle its advertising 
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Outdoor Rules as 
Brake on Economy 


(Continued from Page 3) 
and brand names is strictly lim- 
ited also. 


s Writing as president of ABP, 
an association of 164 independent- 
ly owned business papers, Mr. 
Beard, in his letter addressed to 
B. D. Tallamy, federal highway ad- 
ministrator, said, “Our organiza- 
tion has been alert to the impli- 
cations of these standards, particu- 


larly as they could have a strongly | 


negative effect on appropriate ad- 
vertising and selling processes. 

“We have refrained from ad- 
vancing our views up to this 
time because our medium of ad- 
vertising—the business press—” 
Mr. Beard said, “is not directly 
affected, and because we have 
hoped that just solutions would be 
worked out through the joint and 
conscientious efforts of the out- 
door advertising industry and gov- 
ernment officials. 

“Now, however, the Department 
of Commerce has formalized these 
‘new regulations,’ and it appears 
to us that proposals advanced by 
the outdoor industry, seeking rea- 
sonable answers to the problem, 
have been pretty much ignored. 
So, too, have the protestations of 


| 


EAR-PAC—Ex-Cell-O Corp., Detroit, used this system 
of fixed earphones to present its closed circuit tv 
films to visitors at the Dairy Industries Exposition 
in Chicago while observing convention rules pro- 


vised by Ralph 


hibiting excessive noise. The arrangement was de- 


C. Charbeneau, director of adver- 


tising and public relations of Ex-Cell-O’s Pure-Pak 
division and also a ham radio operator. 


(Continued from Page 2) 
was rating week,” he said. “WTVJ | 
and the other two stations pur-| 
chased so much space that there) 


Wolfson Asks Abolitio 
of Known Rating Weeks 


|have vanished from the American | 


broadcast vocabulary by March 1, 
1959.” 


other responsible advertising or-|were even tv program ads adja-|s The second speaker, Gene Ac- 


ganizations. 


s “These regulations,” Mr. Beard 
said, “are restrictions on adver- 
tising and that means they are 
restrictions on selling. We contend 
with great earnestness that the 
American economic system can- 
not survive if our government is 
going to put brakes on such crea- 
tive effort. 


|conclusion was that when every- 


cent to the classified lonely hearts | 
'ads. To read the ads, every pro-| 
gram was the 


| show a spectacular. 


= “That was also the month— 
March, 1958—that we reached a 
conclusion and a decision. The 


one promotes every program sim- 
ply because it is rating week, no 


“It is our further viewpoint that 
this action is the more disturbing | 
because it is initiated by the De- 
partment of Commerce. Surely 
such a restriction on selling and 
advertising is in direct variance | 
with the following statement made | 


one gains except competitive me- 
dia in which the money is spent. 

“The effect of everyone promot- 
ing is that everything becomes 
equally important and nothing is 
promoted,” the tv executive said. | 

Mr. Wolfson added that WTVJ| 


cas, associate media director of 
Grey Advertising Agency, noted 


greatest—every |that there are many factors other | 


than super promotions and special 
programming which serve to dis- 
tort the rating picture. 


Among | 


;cerned with mail 


handling and 
|patron relations. 


| Representatives from industry 
included August Nelson (Four 
A’s); 


Basil Fowler, president of 
| the Advertising Club of Washing- 
|ton, and William P. Tidwell (Ad- 
|vertising Federation of America); 
Peter W. Alport (ANA); John B. 
Babcock and Mr. Winsor (Associ- 
ated Business Publications); Rich- 
jard P. Smith, Robert Harper and 
| William Giglio (National Business 
Publications); Stanford Smith 
(American Newspaper Publishers 
|Assn.); and Kent Rhodes and 
Francis R. Cawley (Magazine 
| Publishers Assn.) . + 


them he cited such considerations | 


as weather and technical interrup- 
tions. 

He made these suggestions to 
buyers who must deal with hy- 
poed ratings: 


e Use share of audience figures 
when they are applicable. They 
may be a better indication of how 
a station is doing. 


e Check very carefully the figures 


by Secretary of Commerce Strauss has maintained a high level of|that are given you for comparison. 


at his first press conference after 
his induction into that office: 

“*As the “business department” 
of government, my associates here | 
and I are charged with the respon- 
sibility to foster, promote and de- 
velop the health and growth of | 


the economic system which has|on one-week-four-week surveys |to size up the situation. This will | 


popularity in its market despite 
this decision. The station has or- 
dered a series of rating reports, 
each covering a four-week period, 
the first of which will be available 
early in February. 

Mr. Wolfson said if buyers insist 


Make sure all the elements are 
comparable. 


e Try “trending”’—that is, look at 
the audience level picture over a 
long period of time. 


e Use your “experience and feel” 


Nesbitt Builds 
Soft Drink Push 
Around Outdoor Ads 


(Continued from Page 2) 
more than 400 Nesbitt franchise 
territories. Five different designs 
will be used, all variations on 
the basic themes. 

Each board will use one of the 
cartoon youngsters for illustra- 
tion, i.e, a boy togged out as a 
soldier, with copy reading “All 
us fightin’ men go for Nesbitt’s.” 
Other themes, similarly illus- 
trated: “All us top jockeys...” 
“All us Dodge City marshals...” 
“All us actresses...” 


played so conspicuous a part iM |jnstead of ratings based on the|help you see past the “obvious | 
making our country strong and|known week, “rating week will! and superficial numbers.” + 


great.’ 


s “In the light of the above state- 


would like to recommend that! 
careful reconsideration be given to 
this whole problem and that a 


ened understanding of the work- 


solution be sought which demon- e 
strates a fuller and more enlight-| Post Office Told | 


ings of our selling and advertising | 
| 


forces.” # 


Two Former Boone Staffers 
Join O’Rourke, EWRR 

Andrew Akamian has joined 
John O’Rourke Advertising, San 
Francisco, as an account executive. 
He was copy director of Philip S. 
Boone Associates, San Francisco, 
prior to its recent merger with 
Dancer-Fitzgerald-Sample. Wil- 
liam Cheney, formerly art director 
of the Boone agency, has joined 
the art department of Erwin Wa- 
sey, Ruthrauff & Ryan, San Fran- 
cisco. 


Botstord Adds Plymouth Unit 

Botsford, Constantine & Gardner, 
San Francisco, has been appointed 
to handle advertising for the 
Northern California Plymouth 
Dealers Assn., an account formerly 
handled by N. W. Ayer & Son, San 
Francisco. 


Only in Infancy, 


(Continued from Page 2) 
| tising, the postal restrictions cov-| 
|ering it should be the same as for 
|'a publication using second class 
| mail. The restrictions should be the | 
|'same for both classes.” 
's According to L. Rohe Walter, 
special assistant to the Postmaster 
|General, the department’s repre-| 
sentatives were interested in ob-| 
taining two kinds of information.) 
First, Mr. Walter said, they wanted | 
to know about the kinds of diffi-| 
culties publishers have with the| 
rules and regulations. Second, he| 
said, the department wanted to 
know whether inserts and other! 
| unusual ads are going to be used on 
|}an increasingly broader scale in 
the future. 

Spokesmen for American Assn. 
of Advertising Agencies and the 
Assn. of National Advertisers who 
| participated in the meeting assured 
| the department that this is only 


| the beginning so far as inserts are) 


* 
ments,” Mr. Beard concluded, “the | Magazine Inserts 


Associated Business Publications | 


concerned. Stressing the increas- 
ingly important role played by ad- 
vertising in creating markets for 
the products of industry, they pre- 
dicted inserts will become more 
dramatic in the future in order to 
attract attention. 

Representatives of the publish- 
ing groups emphasized that rela- 
tionships with the division of 
postal services under the direction 
of Edwin A. Riley have been high- 
ly satisfactory. 


= After nearly two hours of dis- 


| cussion, the meeting broke up with 


the understanding the publishing 
groups could submit suggestions in 
writing for new procedures or rule 
revisions to remove uncertainty 
about inserts. 

“Our people are anxious to do 
anything they can to eliminate un- 
certainty,’ Mr. Walter said. “If 
the publishers have suggestions, we 
are willing to consider any change 
which will provide them with a 
clear understanding of the rules so 
that they can go ahead and accept 
inserts without fear of violating 
the rules.” 

The Post Office delegation was 
headed by Deputy Postmaster 
General E. O. Sessions and included 
a total of 11 top officials con- 


= Radio and newspaper ads avail- 
jable to dealers also will carry out 
\the theme. Point of sale material 
will feature five framed display 
pieces, similar in format to the 
| outdoor boards. 

As is customary, Nesbitt’s will 
jmake in-store displays available, 
but this year emphasis will be on 
a 21x25” display for four self- 
liquidating premiums for consum- 
ers. Handling problems for the 
bottlers and dealers are eliminated 
by including a pad of 50 reply 
envelopes for enclosing 25¢ coin 
and bottle cap, which go directly 
to a premium house. 

The parent company will pres- 
ent its advertising, merchandis- 
ing and sales program at the an- 
nual franchise’ division sales 
meeting, to be held in Chicago 
the first week in January. 

M. H. Kelso Co., Los Angeles, is 
the agency. + 


Smith & Dorian Closes in S.F.; 
Grimard Joins Beaumont 
The San Francisco office of 


and manager Paul Grimard has 


Francisco, as a creative account 
executive. Grimard took with him 
to B&H the Facciola frozen foods 
account formerly handled by Smith 
& Dorian, which has headquarters 
lin New York. 


Smith & Dorian has been closed) 


|joined Beaumont & Hohman, San} 


Advertising Age, December 22, 
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Ex-Cell-O Uses 
Simulated Headset 
for Exhibit Visitors 


Cuicaco, Dec. 16—An advertis- 
ing manager with a penchant for 
electronics has provided an inno- 
vation in convention § exhibits 
which has attracted the interest of 
several big advertisers. 

Ex-Cell-O Corp., Detroit, want- 
ed to present closed circuit tv in 
its exhibit at the Dairy Industries 
Exposition {in Chicago. The prob- 
lem was to make the sound audi- 
ble in the noisy hall without 
becoming so loud as to disturb 
neighboring exhibits. 

Ralph C. Charbeneau, director 
of advertising and public relations 
for Ex-Cell-O’s Pure-Pak division, 
who is also a ham radio operator, 
worked out the solution. He 
placed receivers similar to those 
used in headsets inside small plas- 
tic cups, and mounted them at 
head height on chairs surrounding 
the tv set. The receivers hang a 
few inches away from the set, and 
are adjustable. 


s They provide the “personal” re- 
ception of headsets, Mr. Charbe- 
neau said, while avoiding some of 
the problems of headsets. These 
would include difficulty in han- 
dling, and the problem of sanita- 
tion. 

Also, he pointed out, headsets 
could be left off by a visitor who 
just wanted to rest tired feet in 
the Ex-Cell-O space. “With our 
setup, any person sitting down 
will get our message,” he said. 

The receivers were part of an 
ambitious program at Ex-Cell-O’s 
exhibit. Radio Corp. of America 
had a tv van outside the hall 
which piped in three closed circuit 
films to the exhibit space during 
the show last week. The films 
were interviews with milk dealers 
who had_=e switched to. cartons, 
training aids for dealers and pub- 
lic service documentaries from the 
company available for dealer use. 


@ The whole tv package, including 
the production of the individual 
speakers by Display & Exhibit 
Specialties Co., Detroit, cost Ex- 
Cell-O about $14,000. 

Exhibit personnel from Ford, 
Chrysler and General Mills visited 
the Ex-Cell-O exhibit to study the 
innovation for possible use. Mr. 
Charbeneau said he had devised 
the arrangement only for the dairy 
show, and hadn’t yet explored oth- 
er possibilities. + 


Miehle-Goss Names Hill: 
Division Appoints Speer 

John W. Hill has been appointed 
director of market research of 
Miehle-Goss-Dexter Corp., Chica- 
go. Mr. Hill, formerly market re- 
search manager of Mergenthaler 
Linotype Co., will assist both cor- 
porate mangement and the various 
Miehle-Goss-Dexter division mar- 
ket research groups. 

E. L. Speer Advertising Agency, 
Racine, Wis., has been named to 
handle advertising and public re- 
lations for M-D Blowers Inc., Ra- 
cine, a division of Miehle-Goss- 
Dexter, effective Jan. 1. Ladd, 
Southward & Bentley, Chicago, for- 
merly handled the account. 


New Diet Book Ready 

Advertising men bracing them- 
selves for the calorie-laden season 
of good cheer will be heartened by 
the news that a 44-page booklet, 
“Dieting to Reduce,” is off the 
press and ready for distribution by 
Dannon Milk Products, Long Is- 
land City, N. Y. The booklet is be- 
ing offered consumers via exten- 
sive radio advertising in the New 
York area over stations WCBS, 
WRCA, WOR and WNEW. In ad- 
dition, pages will be used in medic- 
al pubications. Zlowe Co. is the 
agency. 
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Mr. Rudin and Spiegel, Inc. are typical of the advertising pro- years ago with the McCurdy & Co. department store in Roch- 


fessionals and important buyers of advertising supplies and _ ester, N. Y. He has been with Spiegel since 1944. 


services you reach in the pages of Advertising Requirements. 


As general sales manager, Mr. Rudin directs Spiegel’s adver- 


Spiegel, Inc. is the third largest of the mail order “giants”. tising, solicitation of new customers, production of Spiegel 


Founded in 1865, its sales in 1957 topped $128,000,000. mail order catalogs, circulation policies, market research 


and maintenance of a test index which provides an accurate 


Mr. Rudin’s sales and merchandising career began some 30 cross-section of Spiegel customers throughout the nation. 


Workbook of Aduetning & Coles Prowution 
Advertising Requirements 
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The big, colorful December McCall’s, like mistletoe, strikes a spark in every age...with zdeas. It may be the fun of building a 


marshmallow castle, the brightness of holiday fashions, decorations, recipes. It may be the happy nostalgia of Shirley Temple’s 


own photo album. Or reading Bemelmans’ newest book, Madeline and the Gypsies, to a small child. Or discovering how McCall’s 


program of “Use-Testing” products can simplify everyday shopping for the whole family. Every issue of McCall’s is designed from 


cover to cover to serve the needs and interests of active women and their families. It is this concept which gives McCall’s the 


youngest audience of the major women’s magazines, an audience that looks to McCall’s for infgrmation and inspiration of all kinds. 


McCALL’S, THE MAGAZINE OF TOGETHERNESS 


biggest circulation 

of any December issue 
in McCall's history— 
5,450,000 


(PUBLISHER’S ESTIMATE) 


p S December issue has 


PRN 


AMONG WOMEN'S SERVICE MAGAZINE AUDIENCES —-McCALL'S HAS THE YOUNGEST MEDIAN AGE —- McCALL'S LEADS IN YOUNG WOMEN READERS (20-29 
YEARS OF AGE). AND McCALL'S IN THE PAST FOUR YEARS HAS ADDED THE MOST READERS IN THIS AGE GROUP. / Source: Look-Politz Surveys, 1958 and 1954, 
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